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$75,000 


in returns. 
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THE RICHMOND 
DISPATCH 


THE RICHMOND 
NEWS 


Are the Leading Daily Papers 
of Virginia. 


They cover thoroughly both the 
morning and afternoon fields in the 
prosperous city of Richmond and 
its neighboring towns. 


A community of 125,000 people. 

30,000 factory employees. 

Fifteen banks with $20,000,000 deposits. 
Annual sales aggregating $11,000,000. 


The advertiser inthe Despatch and 
News shares in the prosperity of 
this rich section. Rates and 
further information on request. 


J. E. VAN DOREN SPECIAL AGENCY, 
MANAGER FOREIGN ADVERTISING, 
Chicago: New York: 
1103-1106 Boyce Building, 407-410 Temple Court. 
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THE TRINITY OF BUSINESS. 


Mr. Alfred G. Bauer, advertising 
manager for Sprague, Warner & 

o., Chicago, 1s a gentleman who 
wears thick-lens spectacles. That 
is the sign of an earnest man the 
world over. Make a point of at- 
tending to that type of man, and 
of keeping out of his way if you 
don’t agree with him in business 
or politics, or the philosophy of 
life. Not that he is vindictive, or 
quarrelsome, or mean in_ things 
large or small. Not at all. But 
he will carry on his affairs in 
spite of everything. earnestly, see- 
ing nothing ahead but his own 
path. If you get in the way of 
his affairs he will carry them right 
over you—will be sorry if he an- 
nihilates you, but will carry them 
on_ nevertheless. 

Mr. Bauer is handling Sprague- 
Warner pure foods—Richelieu, 

~ Ferndell and Batavia brands. Other 
folks are handling them, too, and 
he has the West so thoroughly 
covered that a grocer in Texas re- 
~cently named his baby ‘“Richelieu.”’ 
There is no question but that 
this grocer knows about the great 
Cardinal, of course, but the fact 
remains that he named his boy in 
compliment to Mr. Bauer’s cherish- 
ed line of preserves and canned 
goods and coffees. And now Mr. 
Bauer is getting into the East in a 
“way beautiful to behold. He is 
using advertising of many sorts 
in his work—some of it in regular 
mediums and some of it in me- 
diums of his own invention. In 
his earnest, thick-lens fashion he 
has gone into the philosophy of 
advertising, and many of his de- 
ductions and principles are worth 
reading. 

“There are two departments in a 
great wholesale business that are 
absolutely inseparable—the sales 

department and the department of 
advertising,” he says. “They are 
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like the positive and negative wires 
-—you need both to strike a light. 
With the promotion department 
théy constitute a Trinity of Busi- 
ness. Promotion means to pro- 
mote, doesn’t it? Well, the pur- 
pose of the promotion department 
is to take care of the territory 
where your goods are unknown. 
The purpose of the sales depart- 
ment is to take care of the territory 
where your goods are known, and 
in demand, and on sale. The one, 
eternal purpose of the advertising 
department is to take care of them 
both, 

“Now—how are you going to 
advertise unless you begin with 
the promotion and sales depart- 
ments? Advertising, reduced to 
first principles and deprived of 
its pretty theories and phrases, is 
simply the sublime Art of Telling 
Them About It. There isn’t any 
other principle to it at all. How 
are you going to tell them? Why, 
by studying the goods and watch- 
ing sales—studying people and 
divining their needs—studying new 
territory and learning its peculi- 
arities. I have made it a rule 
never to put out a line of adver- 
tising in new territory until I have 
become thoroughly acquainted with 
it. No—not through census _re- 
ports or railway time tables. Those 
give you nothing but statistics. I 
go to the towns themselves, walk 
around the main streets, watch the 
people and the stores and the local 
merchants and ‘rubber.’ I want to 
know territory so thoroughly that 
when anyone says ‘York, Pennsyl- 
vania, or ‘Omaha, Nebraska,’ I 
can call up a mental picture of t 
the place ind its people. I want 
to feel my territory, as it were. 

“When you have your territory 
mastered and at your finger ends 
you can go in with your promo- 
tion department. The first work 
is that of placing. It is like firing 
up the engine. Then, when steam 
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is up, you can open the throttle. 
Advertisiig and the sales depart- 
ment begin work simultaneously. 
Advertising is simply the multi- 
plication of your sales department 
-—a larger way of Telling Them 
About It. Use it without vigor- 
ous promotion and distribution, 
and it will absorb everything you 
put into it. Use it as an auxiliary, 
and the whole campaign goes off 
with momentum. Keep at it, and 
you can never tell where it will 
stop. 

“The magazine is the best whole- 
sale and retail salesman on earth, 
It is the cheapest as 
well. It will sell goods and bring 
back the cash for them at a cost 
that is almost ridiculously low 
compared with any other force. 
But it is wholly useless unless you 
have universal distribution. In 


~ fact, it is criminal to spend a firm’s 


money in magazines until you can 
know definitely that your goods are 
on sale wherever the United 
States mail goes. It takes time 
to place goods like our Richelieu 
brand of pure foods in so thorough 
a way that there will be no waste 
in magazine advertising. You've 
got to get your ‘Trimity’ running 
smoothly first, and in order to do 
so you’ve got to use the other 


_5 great modern salesman—newspaper 


‘ 


advertising. The metropolitan 
daily is a retail salesman. The 
local paper is a house-to-house 
canvasser. Very good results can 
be had through the country week- 
lies in their restricted territory. 
They cover the ground more thor- 
oughly than the city dailies, and 
there is more likelihood of goodad- 
vertising being read. Local adver- 
tisers do not run copy that is ex- 
, traordinary for display of convinc- 
ing power, and the advertiser who 
uses modern methods has a mass 
of mediocre publicity to form a 
background. Position is cheap, 
too—and I consider position a vital 
thing in newspaper publicity. 
When you have covered territory 
with the small papers and pushed 
your goods through sales and pro- 
motion you can take up the city 
dailies of wide reach—such as the 
Chicago papers, which are prac- 
tically magazines as far west as the 
Missouri River. Finally, you en- 


ter the magazines—and you must 


remember that five-eighths of them 
circulate east from a line drawn 
from Cleveland south. 

“To stop advertising in this age 
is equivalent to taking the tele- 
phone out of your business—you 
have no way of telling the people 
about the goods you have and con- 
sequently, you don’t get the trade. 
Nor does the other fellow get it— 
there is no trade. People simply 
do with less to eat. Advertising 
educates them to buy the best and 
to insist upon having advertised 
goods. If they are not educated 
thus, they get along on staples, 
and mighty few of them. Adver- 
tising is educating the public con- 


tinually, and each new advertiser \/ 


finds a more intelligent, responsive 
audience to hear his argument. Ads 
educate the pocketbook everywhere 
at all times. 

“Advertising in reputable publi- 
cations is as good 
Dun or Bradstreet in these pro- 
gressive times. Probably there has 
never been a time in the history of 
the world when advertisers were 
as honest in their statements, and 
they’re growing more so every day. 
If your ad is in the magazines or 
a reliable newspaper it is as high 
an indorsement of your goods and 
methods as you can get anywhere 
—for everyone knows that good 


publications will not take advertis- _, 


ing from any but reputable con- 
cerns. Your ad ina reputable me- 
dium is a guarantee that you have 
awakened to the fact that rugged 
old honesty and plain dealing are 
the first essentials of business suc- 


cess.” 
—-_ +s 
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“If you see it in THE SUN it’s so’’— 
as true of its Advertising 
as of its News. 











More than a Quarter 
of a Million Lines 


284,825 


These figures represent the'/ncrease in the 
number of lines of advertising printed 
in THE SUN and THE EVENING SUN 
during April, May and June, 1902, as 
compared with the same months of 1901. 


Such growth tells its own story. 








June, 1902, witnessed these Gains as 
compared with June, 1901: 


THE SUN, - - - - 58,016 


or more than 22% 


THE EVENING SUN, 49,363 


or more than 42% 


Total,- - - - - 107,379 








No other newspaper approached 
this showing. 



















































































aati ig CHICAGO 
REAL ESTATE. 


S. E. Gross, , of Chicago, is one 
of the most extensive retailers of 
real estate in the Windy City. He 
has made sixty-two subdivisions 
in various parts of Chicago and its 
suburbs, has built thousands of 
homes of every grade, from mod- 
est cottages to high-class apart- 
ment houses, and has made a large 
fortune in selling them by the in- 
stallment plan. At present he em- 
ploys eighty salesmen who look 
after the details of taking care of 
results from his advertising, which 
runs into a_ great expenditure 
yearly. 

“We sell homes at monthly pay- 
ments of from $9 to $55,” said Mr. 
A, J. Fisher, the advertising man- 
ager. “Beyond the latter amount 
it is hardly profitable to go, for 
people who can invest more money 
usually buy homes outright, Mr. 
Gross has been a persistent and ex- 
tensive advertiser ever since he 
began business. His publicity has 
always been of a solid sort, seldom 
running to auction schemes or 
other sensational methods. We be- 
lieve in the Chicago daily papers. 
Before the present year we had al- 
ways used display ads, but on the 
first of January we inaugurated a 
new policy—that of using nothing 
but classified columns except in 
foreign mediums that do not have 
a large want ad patronage. We 
use thousands upon thousands of 
lines. So far there has not been 
an increase of business, but it is 
a fact worth noting that results 
have not dropped off, though the 
cost per line and the aggregate 
expenditure are greatly decreased 
by this method. Display ads must 
attract readers, but the people who 
read classified columns are Jook- 
ing for homes. We do not adver- 
tise outside of the city, nor en- 
courage replies received from out- 
of-town readers of the Chicago 
dailies, as the correspondence and 
work necessary to sell to out-of- 
town folks make such sales unre- 
munerative. Unless you can get a 
men to put his foot upon the pro- 
perty, bringing your best salesman- 
ship to bear upon him, it is difficult 
to sell real estate. 

“We have a very accurate key- 
ing system, for we ask all in- 
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quirers where they saw the ad that 
influenced them. Of course, dif- 
ferent mediums may work upon a 
man a whole year before he comes 
to the purchasing mood. but usually 
some one medium has brought 
him to our offices. 

“Much of our advertising is 
done by distribution of literature 
through our own force of distri- 
butors. We have the city divided 
into districts, and the matter sent 
out to a certain section exploits 
our nearest subdivisions. We have 
property in sO many parts of town 
that it is possible to suit all classes 
of peopie and send them to near- 
by subdivisions. The same plan 
is followed with street car adver- 
tising and cards in the suburban 
trains. We always exploit partic- 
ular sections or a certain new block 
of houses reached by the line in 
which the cards appear. We be- 
lieve in pictures—photographs of 
the house and subdivisions. Pho- 
tographs are truthful. They do 
not give false or highly-colored 
impressions. When property is 
not as attractive as readers have 
been led to believe through adver- 
tising, vou are going to lose them 
when they make a personal in- 
spection. We would rather have 


_some ‘advantages or beauties in re- 


serve than over-estimate. Cars are 
profitable mediums. Formerly we 
used billboards, but we have aban- 
doned them because we believe that 
Chicago papers cover the city. Peo- 
ple who ride in cars have time to 
read a bit of argument. whereas 
the billboard gives but a fleeting 
glance. You cannot tell enough 
about real estate upon a billboard. 
We also mail large quantities of 
literature. Our printing bill is im- 
mense in the course of the year. 
Each subdivision has its special 
catalogue, and each house has its 
special literature—architect’s plans 
and specifications, halftone views 
and detailed description that en- 
ables readers to get at the real 
facts in a very short time. We 
also find profit in free excursions 
to our property, many of which 
are given on Sundays or holi- 
days when the home-seekers have 
leisure.” 





— <> -— 





DeralLs are often mistaken for adver- 
tising—good clothes help but don’t make 
the man.—White’s Sayings. 
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You can get to 
Kansas City and the 


Great West over many 





routes, but 
you can 


reach its people 








by only one-- 
The Kansas City Star 





| Daily, 105,000 
Weekly, over 225,000 





THE STAR'S MORNING PAPER 

THE KANSAS CITY TIMES 
GOES INTO EVERY HOUSE IN KANSAS CITY 
50,000 PAID A DAY 
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REPETITIVE MOMENTUM. 
By Joel Benton. 


It is a well known fact that 
doctors prescribe a certain class of 
medicines with a cautionary pro- 
viso, according to which certain 
days are omitted in respect to their 
use or else some other medicine 
on the alternate days is substituted 
for the dominant remedy. 

The reason for this is that the 
repetition of the dose too often 
and at too close an interval adds 
cumulative force to it, giving it a 
strength the patient would be un- 
able to bear. 

Now this cumulative force, by 
repetition, belongs to advertising 
but the rest of the parallel is not 
true of it. For the weaker the 
patient is for whom advertising 
is invoked the better it can be 
borne and the more it is needed in 
the case. 

The first time a thing is said to 
the public it strikes a large num- 
ber—probably the majority—fee- 
bly. Some have perhaps scarcely 
absorbed it at all and some have 
not consciously heard it—just as 
many of us remember sitting in a 
room where a clock strikes dis- 
tinctly without our comprehension 
of the fact. The human physical 
constitution is such that it is often 
so pre-employed with one of a 
multitude of things, or with sev- 
eral, that, no matter how forcible 
and eloquent a business appeal is, 
it will fall flat—or on _ stony 
ground according to the parable— 
from lack of attention. 

On another day, however, the 
physico-psychic condition will 
change, as it does day by day with 
all of us, and then if the appeal is 
made once more it takes effect. 
This means that the amorphous 
public is often half impressed of 
the merit of an article and many 
so much so that they intend to 
avail themselves of it some time 
when a good opportunity arrives. 
But if the advertisement of it stops 
while so many other advertise- 
ments keep going, their impression 
and intention fade away and no 
result comes to the advertiser. 

To make use of another type of 
comparison, you cannot reach San 
Francisco by going to Denver, or 
by “continuing on to Arizona, or 
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by pursuing some route of travel 
that stops, or that you retire from, 
within sight of the city of destina- 
tion. You must pluckily go the 
whole distance. In advertising, to 
be sure, one cannot so visibly tell 
the extent of his journey as he 
can one taken by rail, but he will 
notice, when he pauses on the way, 
what a loss of momentum he ex- 
periences. 

The truth is half the belief of the 
public in a thing or a store, or a 
line of proffered services, comes 
from the. belief shown in these 
things by the one who proclaims 
their virtues. If the proclaimer is 
persistent and unwavering in his 
task he is sure, if he is candid 
and truthful, to win believers. 
Their sympathy will go where they 
think they see something alive 
and in earnest—and not after a 
stagnant memory of what has es- 
caped their recent vision. 

If the public sees a thing con- 
stantly presented—as for instances 
certain well known soaps and tooth 
powders and _ tonics—they will 
think and be right in thinking that 
thousands use them, and that this 
advertising ubiquity means that 
these things are in the fashion— 
which they could not be without 
possessing some decided worth or 
special excellence. 

Weare told in a familiar proverb 
that the repetition of water upon 
a rock—a feeble agent against the 
most resistant one—will wear it 
smooth. The repetition of the 
mite deposited by the coral insect, 
kept constantly up, makes an island 
in the deepest ocean. The repeat- 
ed performance, whatever it may 
be, acquires momentum and_ no- 
where more of this than in the 
well reiterated advertisement. If 
the public should not notice its 
first appearance it will the succes- 
sive appeals that it makes—just as 
the persistent woman of scripture 
was heard profitably because of 
her continued importunity. 

—————o+—____ 


PRIcEs named in advertisements 
tell nothing of themselves, except 
as to standard articles which are 
offered below general figures. The 
kind of goods, their quality, should 
be described in order that one may 
know that the prices named are 
reasonable. 


| 





< 



















































































PRINTERS’ INK. 9 
x ; 
4 e o 
The Evening Wisconsin. 
3 
i MILWAUKEE. 
«gg > Increased Advertising in Increased Advertising in 
1p for the 12 months of 1901. for the first 6 months of 1902. 
1900. | 1901. | 1901. | 1902 
| Columns | Columns Columns |Columns 
lst Week, 22 | 151 Ist Week, m1 | 149 
4 2d * 149 | 180 2a ~ | 180 200 
3 3d. Ks 136 174 3d - 174 195 
/ 4th ‘“ 140 167 4th “ 167 203 
5th “ 137 154 5th “ 154 193 
6th * 148 172 6th *‘ | 172 196 
7m * 150 | 173 7 * 173 202 
8th ‘* 173 | 163 8th “ | 163 214 
%h * 162 | 192 th * | 192 241 
10th ‘* |. 200 th “ | 200 236 
llth “ 168 220 i * 220 251 
12th * 180 230 2th “* 230 258 
ith ‘* | 246 | 293 13th a 293 310 
Mth “ | 216 | 244 l4th “ 244 | 252 
ith “ 197 234 ith “ 2354 247 
16th “ 167 217 16th “ 217 247 
a (| 232 247 wh * 247 235 
18th “ 200 220 18th ‘ 220 244 
— CU 193 | z 19th > 234 4 
: Nth * 170 | a CU 223 233 
ist “ 182 | 219 21st “ 219 225 
22d ad 117 204 > 23 
23d 7 185 191 23d mel 191 223 
2th *“ 176 93 Mth ** } 193 “17 
2th “ 172 191 2th * | 191 230 
~~ * 167 iss 2th * | 183 22) 
t ” 118 35 - 
2th “ 139 144 5,269 5,901 
2th ‘* 136 152 
th * 121 151 Columns increase, 63” 
3lst * 110 134 
a: | Bl i 
" “ 18 “ . 
3th * 146 134 A man is best known by 
85th “ 167 149 his neighbors,” and it is 
36th “* | 171 169 > ; 
ath = 184 195 equally true that a newspa 
i sh | 187 174 per is best known by the peo 
Mth | 215 189 ; hi i 
) 40th ‘ 307 190 ple of the city in which it is 
: 4ist “ | 194 220 published. 
4 42d ” | 197 252 , " 
’ ea 94 908 The Milwaukee EVENING 
i 4th * 202 199 WISCONSIN may be pardoned 
45th ‘“ | 210 246 
46th “ 299 249 for being proud of the fact 
4ith ‘ 239 258 that it is used by all adver- 
48th ‘ 244 247 : i ; 
49th * 339 971 tisers in the city of Milwau 
50th =“ 269 299 kee who do any genera! ad- 
hist - 262 309 r isi .. 
— * 132 146 vertising. This is the esti 
—x" 1a 3 mate of the WISCONSIN by 
— | % : the business community of 
Columns Increase, 1,071 Milwaukee. 
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QUAKER CITY POINTERS. 
By John H. Sinberg. 

George B. Evans, Philadelphia's 
best advertised and most promi- 
nent druggist, has opened a new 
store, on Market street, above 
Tenth. This move gives active 
business men much to think of, 
whether they are in the drug or 
any other business. It seems a 
peculiar thing for a concern that 
has a successful store a little over 
one block away to open a rival 
establishment on a parallel thor- 
oughfare, and yet, now that it has 
been done. no one doubts that the 
move will he successful. Some 
people do all their shopping on 
Market street, while others shop 
more on Chestnut street. The 
Market street shopper suspects a 
Chestnut street store of charging 
too much for its goods; and a 
Chestnut street shopper believes 
that the stores on Market street 
have stocks of inferior quality. 
This is unfair to both sides; for 
there are some excellent stores on 
both thoroughfares. One effect of 
the establishment of the Evans 
Market street store will be to 
bring the two shopping districts to- 
gether, as they should be brought 
for their common interests. When 
I asked Mr. John O. Powers, of 
the Powers & Armstrong Adver- 
tising Agency (who handle the 
Evans advertising), to tell Print- 
ERS’ INK something about the new 
store, he said: 

“The thought that no aspiring 
merchant can afford to miss is the 
necessity, in these times, of using 
all the means of development that 
are at hand. Mr. Evans has man- 
aged his store with not only the 
greatest economy, but with much 
care, and is constantly on the look- 
out for means to improve his ser- 
vice, trusting for his profit to his 
general belief that people will in 
time appreciate a good store. As 
you know, he is making excellent 
use of his windows, the display 
daily being such as to attract the 
busiest of passers; and, most of 
all, although the articles which he 
sells are small, and do not bring 
large profits in any individual case, 
he has been a liberal user of ad- 
vertising, both street car and news- 
paper. Many a merchant is de- 
terred from advertising because he 





dues not see a way to make a pro- 
fit on the first sale, even if his 
response should be enormously 
large; but the main purpose of ad- 
vertising is not to make money out 
of the goods advertised on that 
particular day, but to bring new 
customers to the store, to make 
buyers turn towards that store as 
a source of supplies. If this can 
be done advantageously in medi- 
cines and toilet articles, there are 
certainly many undev eloped possi- 
bilities which ought to be exploit- 
ed and coined into money. The 
new Evans store is fitted out with 
the same quiet taste as the Chest- 
nut street store. None of the room 
is wasted, and yet the store has a 
spaciousness that is beautiful and 
comfortable.” 
x * 

Some iii publicity is being 
received during the summer 
months by Strawbridge & Clothier, 
who have issued a_ time-table of 
summer resorts which is proving 
very popular—because it so con- 
venient—with persons traveling to 
and from the seashore daily. The 
cover is of striking design, in three 
colors, and shows a picture of the 
typical summer girl gowned in the 
height of fashion; in her hands a 
pair of marine glasses with which 
she is gazing far out on the ocean. 
The time-table is of pocket-size, 
complete with information about 
trains, trolley cars and steamers. 
It is distributed free of charge. 

* * * 

George B. Bains & Sons have 
opened another store, at 1028 Mar- 
ket street, making three in all, the 
others being at 1028 Chestnut 
street, and 402-404 Market street. 
The motto of this house is “Every- 
thing for Travelers,” and for sixty- 
four years they have been selling 
trunks, traveling bags, umbrellas 
and leather goods of the highest 
grade. The opening of the third 
store was extensively advertised in 
all the Philadelphia cars, and Mr. 
Alfred Gratz, who placed this ad- 
vertising, told me that it is the in- 
tention of Bains & Sons to do a 
great deal of newspaper advertis- 
ing in the Fall. An important 
feature of the Bains business is the 
repair department, they mending 
everything that is mendable in 
trunks and leather goods. Sa 
























































w~ 








PRINTERS’ INK. 








The Press 


Leads Everything in 


Pittsburg 


Largest Circulation 
Largest Amount of Advertising 
Largest Number of Advertisers 
Brings Best Returns. 


DAILY AND SUNDAY 


C. J. BILLSON, 


Manager Foreign Advertising, 


CHICAGO OFFICE: NEW YORK OFFICE: 
Tribune Building. Tribune Building. 
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GETTING = TO READ- 


“Advertising is a the art— 
or maybe it is a trade—of telling 
people what you have to sell, tell- 
ing them in a plain way that leaves 
no loopholes for misunderstanding, 
and telling the right people to the 
exclusion of the wrong people— 
those who do not buy your kind 
of goods,” says Mr. C. A. Brown- 
ell, of the Brownell & Humphrey 
Agency, Detroit. “I take no credit 
for this definition, but I think that 
we have some new methods of ap- 
plying it. Our agency plans and 
places two kinds of publicity—re- 
tail and general. We believe that 
they go together, and that it is 
practically impossible for a general 
advertiser to secure the maximum 
of returns from a given expendi- 
ture without an accurate knowl- 
edge of retail advertising and re- 
tail conditions. 

“The object of all advertising is 
to get as close to the reader as pos- 
sible. Much of present-day gener- 
al advertising is out of touch with 
the readers at whom it is aimed 
simply because the advertiser is out 
of touch with them. He sits afar 
in his office in New York or Chi- 
cago, writing matter for people ™ 
whom he has never seen or 
studied, and placing it in medi- 
ums that he has not gauged. 
He is often without a definite 
working knowledge of the kind of 
readers he wants to reach. He 
doesn’t know where they ’ live, 
how much they make, what church 
they attend, what party they vote 
with, how many children they have, 
their neighbors, what are their 
tastes, prejudices or local condi- 
tions. He fires at them in the 
mass. Of course, he is bound to 
bring down some of them. Gen- 
eral advertising is profitable even 
when it is done in this pot-hunting 
fashion. But modern methods 
tend to accuracy, and it is inevit- 
able that, with the pot-hunting sys- 
tem to work upon, the brightest 
advertiser will improve and elabo- 
rate the old methods. The time is 
coming when the general advertiser 
must use publicity as the retail 
merchant uses it. The retailer is 
close to his public he has to be, 
in the very nature of things. He 


uses space for direct results, and 
he reckons success or failure by 
his cash—till within a week after 
his ad is printed—often within a 
day. The cash-till tells him how 
to write the next ad. He has his 
finger upon the pulse of his read- 
ers, meets them in the store, knows 
their peculiarities, tastes and buy- 
ing capacity. He knows that there 
is a constant evolution in his de- 
mand, and he studies his custom- 
ers to catch the new note from 
day to day. 

“The general advertiser who 
does not study people in this 
fashion is mortally certain to fire 
blindly and waste a large percen- 
tage of his appropriation. Per- 
haps, under the present system, he 
wastes a half or two-thirds. He 
will never be able to aim as accur- 
ately as the retailer, but he will be 
able to aim more accurately than 
he has ever aimed before if he will 
study the retailer’s clientele. 

“Our retail service is conducted 
for advertisers in Detroit. We 
handle business for many different 
lines of trade. In some cases we 
use daily papers to reach the 
masses, and in other cases we go 
after the best people in the city 

with fine literature. The range of 
commodities is so wide that we 
have something-to sell to the poor- 
est and the richest, and so we 
know where they live, how much 
they will spend and how they must 
be approached. We're human, of 
course, and we do not expect to ar- 
rive at a stage of the game where 
we will know everything that there 
is to be known, but we have found 
out some of the most startling facts 
about the people who read ads. We 
have never found out anything 
about retail advertising that can- 
not be applied directly and im- 
mediately to general advertising, 
and we have come to so full a re- 
alization of the oneness of these 
two great divisions that we are 
dubious about following methods 
that have not been tried in our 
retail department.” 

——+9>—_—_———. 


AnyruInc that can be sold over a 
counter can be sold by mail. Choose a 
good article and offer it at a popular 
price—then follow up with a catalogue 
containing prices and descriptions of 
other things you wish to handle.—The 
Advisor, 


‘ 




















Tbere are more 
TRIBUNES sold 
every day within the 
corporate limit of the 
City of Minneapols 
than all the other local 
Enghsh daily pubh- 


cations combined. 
See report of the 


Association of Ameri- 


can Advertisers. 
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RACE TRACK ADVERTISING. 


The betting fraternity in Ameri- 
ca are not backward in advertis- 
ing, as witness the columns of 
sporting papers. In New York 
they carry, during the season, 
very large spaces devoted to 
exploiting the successful “tipping” 
of certain “firms,” institutions or 
individuals more or less experi- 
enced in judging horseflesh. 

Even the regular newspapers 
carry columns of these ads and 
one firm in New York—Maxim & 
Gay—which also has branches in 
other leading cities—advertises in 
very large display spaces in papers 
like the Evening Telegram, the 
Morning Telegraph, etc. 

But advertising on the race track 
itself is not so much indulged in on 
American courses as it is on Euro- 
pean ones. In Great Britain, par- 
ticularly, this habit has grown into 
a “fine” art, if the word can be 
used in defining a very coarse and 
ridiculous practice. There the 
fad rules that a bookmaker 
must necessarily dress as “loud- 
ly” and grotesquely as_ pos- 
sible, and vast sums of money are 
spent by the “Bookies” every sea- 
son on this form of advertising. 
Some of them buy up from the 
cloth manufacturers an exclusive 
and startling design in cloth goods, 
and have it made up into suits 
which they wear when onthetrack. 
These suits are largely attractive 
on account of their decided hide- 
ousness. Glaring colors and ab- 


‘surdly large patterns rule. Some- 


times the pattern of the cloth shows 
a picture of the particular “bookie” 
back and front. Frequently the 
design is made to show enlarged 
Bank of England notes. The 
name of the bookmaker, or his 
sobriquet, will occasionally be 
woven in the goods. But ad- 
vertising by means of clothing 
does not stophere. Hats, umbrellas, 
canes, and even shoes are treated 
in such a way as to insure unique 
publicity. One of the bookmakers 
on an English race track wore a 
high hat with an elongated crown 
that served as a stool also when 
the wearer of the hat wanted to sit 
down. Another one had a hat con- 
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structed with a musical box con 
cealed within. This hat “played” 
all sorts of airs, while its wearer 
was inducing the public to play 
the races. In thjs case the public 
“faced the music” both before and 
after the race. Another bookmak- 
er over there uses a mechanical hat 
on the track, and the headpiece is 
said to have cost him $200. He uses 
it as an advertisement in this way. 
Around the edge of the top of it a 
miniature set of races horses, with 
jockeys astride, continually runs, 
while on the brim below an- 
other set of miniature riders 
run the reverse way. This 
hat was thought to be such a 
great drawing card that it was 
hired as a _ window attraction 
by an enterprising London trades- 
man. The large and many-color- 
ed umbrellas which usually shade 
the bookmaker on his stand from 
sun or rain are used to advertise 
him in many ways. They invari- 
ably bear the name of the book- 
maker, with the town he is from, 
such as, “Dan Pepper from Bris- 
tol;” “Noisy Ben from Brumma- 
gem,” “One-Eyed Walt from 
Windsor” and so on, the letters of 
these names not infrequently being 
formed out of gold pieces. For 
the leading idea that every British 
bookmaker wishes to convey is 
wealth, inexhaustible wealth—as he 
knows that gives him the best ad- 
vertising and greatest prestige. 
Some of these umbrellas are large 
enough to be called a tent and they 
are made to move around mechani- 
cally, showing in the “panels” vari- 
ous scenes in the life of the book- 
maker—but chiefly where he is 
seen paying out Jarge bundles of 
money to his customers. The 
pasteboard betting tickets used 
by the English bookies are 
marvels of color and design, in- 
deed prizes have been offered for 
the best and most exclusive ones. 
These also are great advertise- 
ments, for only a small percentage 
of the tickets issued are “cashed 
in,” the unsuccessful ones being 
carried away after the races to the 
furthermost corners of the country 
as “souvenirs of bad luck.” All 
the better-class betting tickets are 
registered and protected and some 
of them have secret marks to ren- 
der forgery difficult or impossible. 
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Advertisers. 
should bear in mind 


That ST. LOUIS is the fourth city 
in the United States. 


It has a population of nearly 
700,000 people. 


There are over 7,000 manufacturing 
plants within the city limits. 


In these plants are employed over 
100,000 persons, to whom are paid, monthly, 
wages of over four million dollars. 


The ST. LOUIS CHRONICLE goes into 
the homes of more wage earners than any 
other paper published in that city. 


The CHRONICLE’S 51,000 daily subscribers 
can be reached for less money than 

a like amount of circulation could be 
obtained from any other paper in St. Louis. 


Advertisers cannot cover this field 
thoroughly or reach the real buyers of 
advertised products without using 

the ST. LOUIS CHRONICLE. 


Three hundred and fifteen thousand, 

the daily output of the Scripps-McRae League, 
the CINCINNATI POST, ST. LOUIS 
CHRONICLE, CLEVELAND PRESS and the 
COVINGTON (HY.) POST, is offered for less 
money than the same amount of 
circulation could be purchased any- 

where else in the country. 


Foreign Advertising Department: 
D. J. RANDALL, 

53 Tribune Bldg., New York, or 
I. Ss. WALLIS, 

116 Hartford Bldg., 

Chicago, Ill. 
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FACTS AND LITTLE WORDS. 









In the abstract there are many 
ways of telling the advertising 
story—many, many ways. In the 
hard concrete, however, with the 
copy paper before you and the 
boy waiting for to-morrow’s ad, 
there is only one way—that of tell- 
ing it as directly as possible, lay- 
ing emphasis upon the facts 
about your goods. Make a men- 
tal inventory of almost any group 
of your friends or acquaintances 
-—or any one else’s friends and 
acquaintances. You will then 
see very clearly why plain facts, 
set forth without flourishes, 
are the most potent with the 
great mass of readers. If vou can 
appeal to a small, special audience 
it is possible to emplov humor or 
technical terms or other special 
forms of advertising. With an 
audience of physicians or chimney- 
sweeps or hotel proprietors you 
have readers who think along cer- 
tain lines, and who can be ap- 
proached upon a special plane. But 
advertising written for the general 
public must be cut to fit a hun- 
dred moods and a thousand tem- 
peraments. It will meet the eyes 
of all sorts of people, and unless 
it is clearly understood by the ma- 
jority it will fail of effect. Some 
of your readers have keen sense 
of humor, others lack it; some are 
educated in high degree, others 
will have difficulty in spelling out 
words of five syllables. There is 
the woman who is interested in the 
“higher thought” and the woman 
who is interested in the five-room 
flat, « husband and three children; 
the business man who owns a fac- 
tory and employs five hundred peo- 
ple, and the clerk who works for 
Lim; the young miss who has just 
made her debut and is absorbed in 
the. society column, and Tilly the 
typewriter, who reads the divorce 
stories and the items about the 
European nobility ; the doctor, law- 
yer, ditch-digger, rich man, poor 
man, beggar and thief. They all 
eat, drink, wear clothes, take medi- 
cine, go to theaters and spend 
money in many ways. To in- 
terest them all—or a fair pro- 
portion of them—you must em- 
ploy language that each can com- 
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prehend and arguments that will 
touch their various pocketbooks. 
The language that you use must be 
simple, clear and concise. Humor 
is out of the question. They will 
get that from the jokes and skits 
clipped for them by the exchange 
editor. If you maxe your ad read 
like one of the “Saunter” para- 
graphs in Town Topics you will 
go about a mile over the head of 
Tilly the typewriter—and she is of 
more account in general advertising 
than the society miss or the woman 
who is absorbed in higher thought. 
If you begin your ad with some 
such phrase as “Fundamentally, 
the instructive utility of ultro-con- 
servatism—” you will reach nobody 
but the college professor whose 
wife has to turn on the steam for 
him. You will be safest i in using 
stereotyped phrases, for, in the 
main, you are writing for stereo- 
typed minds. Odd twists and turns 
can be used to give life to the mat- 
ter, but if too much variety is in- 
troduced the ad will be misunder- 
stood. Plain facts about the goods 
will come nearer to reaching all of 
them than any other arguments 
you can employ. There is the one 
great fact of price. Most of them 
will want to know how much the 
thing is going to cost before they 
go into the body of the argument. 
Being told that detail, they wili 
decide that they can afford it, 
whereupon they will want to know 
how much the article weighs, how 
wide it is, how long, whether it 
is warranted to wear, whether is 1s 
as good as some other articles of 
its kind. There is only one fact 
that applies to each individual in 
the general public—they are all 
fond of reading short arguments 
and getting the main facts as quick- 
ly as possible. Your ad is not the 
only one, remember, nor is adver- 
tising the only fare that they will 
find in the paper. If you take two 
hundred words to tell a ten-word 
story they will turn the page and 
read the ‘ad of a man who argues 
in pictures. While the boy waits, 
think of the little words that pro- 
duce great effects in the Bible, take 
up the articles that you are going 
to write about, try to find the most 
universal and human facts and put 
them into the littlest number of 
words. 
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Largest Circulation in New Jersey 


AND STILL CAININC. Read the Circulation Figures of 


= Newark Evening Hews 


For the First Six Months of 1902. 

Its field includes the most prosperous section of NEW cd yt So NEW ARK. The weet Mont- 
clair, Astaaten. Harrison, East Newark, Kearny, Bloomfield, Glen Ridge, Watsessi ngthan, 
minit, Madison, Morristown, Dover, Washi n, Belleville, Caldwell, Forest Hill, N 
con Newton, Rahway, Maplewood, Millburn, rnardsville, Mendham, Somerville, Norte] 
Vailsburg, every town in the northern part of the State, and all along the Jersey coast. 

igh-class two-cent newspaper. 


= Bewark Sunday News 


is now one year old and is rapidly increasing in circulation at the popular palo pemene of two cents. 
It is pre- cuinenaty © the best two-cent Sunday newspaper in the United 8! 








CIRCULATION STATEMENT. 
Detailed Statement of the NEWARK EVENING NEws f News for the first six months of 1902. 
49,621 Copies Average INet. 




























































































































































































































DAYS. | JANUARY.| FEBR’Y.| MARCH.| APRIL. | MAY. | JUNE, 
1.. 48,767 49,694) 0,314) 49.631) .... i 
2... waeesencs| ar aee se - 30 °489 38. 38 49.44: 
t: ieee] S0i)7 Ghdes 18355 1h4e 
5. S435) $0484 49;858) gongs 48795 
o AB203) 38958) socaaal Whaat] 4B 48 
9. eed oe ae o2 2 49.396 
t: Biods| 8.480) Sodan ooo) 4 33 
nes eee 49015) 50,2! }018| 50, 4 
i 4414) IES BRAG) sc gael UR BEE Eas 
3: ay 49,150) 49,782) 50.546 18: {re -< 

pee <a -sen| SOS22| 49) S68 
&: Sots) He RSE HI) oo dees 

20. 48.6: 49:447 3S: 48) xe oan 48:938 45:516 

32. 47,484, 49;635| 49.883) 49:7 3 oe 

23. saa6s| 50318 9-9 ¢ 49.6 4 235 

bf 275) 50:264| $1:059| 416 

36. 3 2282 50, 8 9,674) 49.99; ; : 3 
5 et Bees ; 125: 

es) Gia) eee a 

i 50,050) °9'**°| 48:83) 477? 























NET TOTAL...| 1,261,265 1,195,386) 1,307,555 1,309,148] 1,339,258) 1,229,064 
sate 

Net Monthly Ave.,1902 rrig th 49,808) 50,290) 50,352) 49,602) 49, 163 

Net Monthly Ave., 190:| 45,728 46,079 ao, 318) 46,232) 46,161) 45,736 


Gain Over 1901. .|2,782|3,729|3,972)4, 120|3,441|3,427 


Actual net circulation during January, February, March, April, May and June, 1902, 
7,641,676. Daily average, 49,621 net. *** New Year’s. 


(a@rSamp! oe, waste, unsold and returnable copies not included in this stat: it, which is the 
actual net cireulatio ° 


Total run during January, February, March, April, Mayand June,1902, $095,662. 
Daily average, 52,595. 


State of New Jersey, County of Essex, ss: WILLIAM ee HENRY. x. being ony oe sworn, deposes 
and says that he is the Jusiness Manager of the NEWARK EV on the o— 












































given statement of the actual net circulation of the NE WARK EVENING NEWS 
months of January, February, March, April, May, and June, ending June 30th, ~~, cho 


WM. P. HENRY. 
[L. 8.] Subscribed and sworn to before me this Third Day of July, A. D. 1 
CHAS. Fi Dopp, Notary Public. 


M. LEE STARKE, Manager Ceneral Advertising, 
TRIBUNE BUELDING, NEW YORK. TRIBUNE BULLDING, CHICAGO, ILL. 
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AD SERVICE BY 
PERS 





NEWSPA- 











The ~g hy A of the See Schoolmaster would 


this subject, et, ashe suspects there may ay be m more 
than one side to this question. 








There should be somebody con- 
nected with every newspaper office 
of any size or importance who can 
write good. business-bringing ads. 
This person should not only give 
the advertisers who are really in 
the paper a better service than they 
could render’ themselves, but 
should make good copy for pos- 
sible advertisers, have it attractive- 
ly typed, paste a proof in a good 
position in the paper and submit it 
to the prospective advertiser with 
the best possible argument that he 
can evolve and without any pre- 
vious warning. A great many 
good, profitable contracts have been 
closed in this way and, all other 
conditions being equal, the paper 
which does this first and does it 
well, will get and hold the very 
cream of all the advertising in its 
town. Just the rendering of intel- 
ligent advertising aid to advertisers 
who are already in the paper will 
stimulate advertising in general 
and bring new business without 
any special solicitation. I think 
that most papers can afford to fur- 
nish the service of a good adver- 
tising mam to regular patrons with- 
out additional cost, provided, of 
course, that not too many daily 
changes are required. But where 
it cannot be successfully worked on 
this basis, it will often be found 
that advertisers are willing to pay 
a reasonable amount for such ser- 
vice, and in this event, the news- 
paper need stand but a small part 
of the expense, if any at all, and 
yet will get a great deal of direct 
benefit from it. I have in mind a 
daily paper in a city of about seven- 
teen or eighteen thousand popula- 
tion. I think this paper has near- 
ly if net quite doubled its volume 
of advertising within a space of 
two years, very largely because the 
foreman of its composing room be- 
gan writing ads “on the side” for 
business friends. Up to that time 
only three or four of the leading 
merchants had given any particular 
attention to advertising. But when 
those who had been running stand- 
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ing cards, week in and week out 
from one year’s end to another 


_ began to print bright, breezy store 


news, a great many other business 
men who had advertised but little 
or none at all, catfght the infection 
and fell into line. The result was 
that within a very short time the 
paper was obliged té place space 
limits upon all its advertisers, 
often refusing profitable foreign 
business in order to print enough 
news to hold its ads together, and 
was finally forced to buy a new 
press in order to print a larger 
paper. With the improvement that 
came in the general tone of the 
advertising in this paper through 
the efforts of the advertising man, 
came a greater interest and a 
more thorough reading of the ad- 
vertising columns by the public. 
This too was readily seen by many 
merchants who had not advertised 
before and had its effect in leading 
them to use space. If I were run- 
ning a daily paper in a city of from 
ten to a hundred thousand inhabi- 
tants, I would surely try to pro- 
vide, on some basis, a good service 
in the preparation of advertise- 
ments for advertisers who lack 
the time or the ability to write 
good advertising for themselves. 
A great many newspapers are car- 
rying advertising that is a positive 
detriment to them, even though it 
brings a fair price, because the ad- 
vertiser persists in using copy that 
cannot possibly bring results in 
proportion to the expense. Such 
advertisers will often remain in a 
paper indefinitely and will contin- 
ually air their views that there 
must be something wrong with 
the paper because they get no re- 
sults. Every newspaper publisher 
makes the claim, early and often, 
that advertising pays, and it seems 
to me that it’s “up to” every pub- 
lisher who makes this claim to 
prove it if possible to every adver- 
tiser who uses his space, if the ad- 
vertiser will not go about it in the 
right way to prove it for himself. 
A good advertising man will do 
more than any other one thing to 
help the publisher in this direction, 
and if his efforts are rightly direct- 
ed, his services can be made to 
pay a mighty good profit. 

For a long time I wrote and 
placed the advertising for the larg- 
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THE PASSING OF HIS POESY. 


He’d written verse for years and years, 
He'd turned out jokes —— 
They all came back, and hence these 


tears! 
Yor he was very poor! 
He’d raved in tomes of “love” and 
“dove,” 


He'd dallied, too, with Venus, 
He’d swern by all the powers above, 
That ‘‘naught could come between us!” 
Ile’d talked about the gloaming time, 
He'd parried darts with Cupid, 

Although he found the only rhyme 
To this was very stupid! 

So he resolved to quit that field, 
And write advertisements, 

And finds out now that they will yield 
A great influx of pence! 

He praises some new cigarettes, 
He lauds a stylish hat, 

Hle’s very great on ping pong sets, 
He’s got the thing down pat! 

He’s thankful now he changed his line, 
He’s lined his little nest. 

He hates to think of the divine 
Afflatus—that be blessed! 


- o> 
A TRICK OF TRADE. 

The dishonest practice of substituting 
an inferior article for that which is 
demanded on the ground that the one 
substituted is “just as good” is still 
going on. 

The druggists who indulge in the 
practice of substitution are open to crit- 
icism from many points of view. In 
the first place it is bad faith to the man 
who manufactures and who through ex- 
tended advertising promotes the drug- 
gist’s btginess and profits. He spends 
hundreds*of thousands in making known 
a valuable curative, which is displaced 
by the druggist advising the acceptance 
of an inferior article. This substitution 
is dishonest toward the public. The 
druggist, when asked for a really val- 
uable article, made known by advertis- 
ing and desired by the intending pur- 
chaser, defeats the sale of this standard 
article, and for the sake of a few pennies 


replies that he has something “‘just as 
good” or better. He rarely or never 
makes it himself. He does not know 


what it contains. He deceives the pur- 
chaser, and sometimes promotes serious 
and injurious results. It is therefore 
right for the newspapers to put the pur- 
chasers on their guard. They seek an 
advertised article, tested by great use 
and about which they are satished. They 
are deccived into roe Pty an inferior ar- 
ticle, not desired. This system of sub- 
stitution encourages adulteration of 
goods and encourages dishonesty. It is 
the duty of the public and the news- 
papers to stop the practice.—Pittsburg 
‘ost. 


sie ieeessilii eas 
Classified Advertisements. 


Advertisements under this head two linesor more, 
without d: y, 25centsaline. Must be 
handed in one week in advance 

WANTS. TS. 


HE TIMES-DEMOCRAT, © Chestotte, N.C., leads 
all semi-weeklies in the S 


HE CHARLOTTE NEWS heads the list of — 


afternoon papers in North Caroli 


BLE_ adve 


wants position. 
aa EXPERI ENCED, 


” Box Box 413, Madison, Wis. 
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ANTED—Position as local writer and solic- 
itor. “ B.,” Lock Box One, Bradford, - A 


SECOND HAND folder to paste and t 
t 30x44. Must be in fair order. LOVELL 
PRI Stile a Moorestown, N. J 








G POON ND cylinder and folder to handle 
| quarto. Folder to paste and trim. 
Must ys lot *L. P.,” care Printers’ Ink. 


GENTS wanted for for coming season to sell to 
the rer a line of gloves and mittens. 
Address FRANK COMSTOCK, Wilton, Conn. 


N ORE than 200,000 copies of the morning edi- 
4 tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


Wy 4kteD —A man of experience and ability to 
suggest and re . p for extending 
the circulation of a aro _ journal. 
Address “ SUB,” care Printers’ In 
‘ ITUATIONS secured and help furnished for 
. any department of newspaper work. Make 
our wants known to THE NATIO. ce, EMPLOY- 
ENT AGENCY, Box 204, Canton, O 
A’ PATENT medicine company wants estimates 
on printing booklets and pamphlets in lots 
200,000 to one million. Fs estimates on car- 
tone and boxes. Address . M. H.,” care Print- 
rs’ Ink, 


I ge + M ANAGER—Man of literary at- 
inments and many years’ experience in 

the writing, construction and pacing 

tising matter, desires position where WEncies 8; 

original work is needed. Address * WRITER,’ 

care Printers’ Ink. 


s5 BSCRIPTION canvassers wanted in Chic: cago, 
Milwaukee, St. Louis,Kansas City,Cincinnati, 
re emg ae Fran., Sacramento, mn, Phila., 
de pe in fact ali'large Cities, ’ to repeunens a 
well est’d trade journal. Libe commission. 
inederonse required. ‘PINTO, ” Printers’ Ink. 


RINTER wanted to take charge of composing 
room of = —— publication. Must un- 
derstand mak: a ow to set attractive ads. 

An attractive an: bean dae position for a good 

man. oe be | eee up to date — of 

age, experience, 

“PRINTER,” care Printers’ Ink. 


of a 


good hab’ 
etc., 
ANVASSER wanted to sell Printers’ INK—a 
journal for yey . wae y 
at five dollars a year. oy the 
practice of yin By s highly a 
y the most successful 35 2 in this coun- 
ry and Great Britain. Liberal commission ai- 
lowed. Address PRINTERS’ INK, No. 10 Spruce 
St., New You. 


Cinonthly, manager anager wanted for a leading 

ie circulating among the farming 
thoroughly familiar with the 

[ > he competent to han > and care for a 





circulation of 300,000 c copes permane A and 

lucrative position for the Sake Toon Address 

WN experience and fu! culars, fOIRCU: 
Ti N MANAGER,” care ters’ Ink. 


ANTED—Every aavertiosnsent, writer to se- 
cure a copy of our book 0’ ly-made 
advertisements. A_ veritable KL of sugges 
tions and catchy phrases. Contains over five 
hundred examples of effective ads. Invaluable 
as a thought — mae for adveriomness writ- 
. Com A gy nm receipt of price, $1 d 
EP. ROWELL & CO. 10 Space 8t., 

 — ow York. 


CAPS. 
ANBURY HAT CO., 
Caps quick—any J cubeiteses on. 
—- +> ———_ 
ADDRESSES FOR SALB., 


LEVELAND names, nes, classified, all fresh. U.S. 
MAILING & ADVG. CO., INC., Clevelana. 





+0 
MAILING MACHINES. 


HE DICK MATCHLESS wari ee, lightest and 
quickest. | Price $12. y VALE ENTINE, 
Mfr., 178 Wecmens St Buffalo. 





— 


PHOTO ENGRAVING. 


ALF-TONES for the job department. Finest 
cuts at lowest prices. TH oy ty ge EN- 
GRAVING CO, OF NEW YORK, 61 Ann St. 








| 
| 
| 
| 
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FOLLOW-UP SYSTEMS. 


YRINTED matter telling all about them free. 
THE SHAW-WALKER CO., Muskegon, Mich. 


+r 
ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood I’ngravers, 10 Spruce 
e 8St., New York. Service goodand prompt. 





~~ 
ENGRA) VED LETTER-HEADS. 


END matter for sketch and test our prices on 

engraved letter-head and envelope cuts. 

CAPITOL ENG. CO., Station G, Washington, D.C. 
—+->—___—_ 





TO LET. 
O LET—Three offices at No. 10 Spruce St. 
Rent, $600, $500, $400, respectively. Apply 
to GEO. P. ROWELL & CO., owners, On the 
premises. 





Cz ALE NDARS. 


N OST artistic line of for price fist calendars 
4 ever — Write for price list. 
SSETT & SUT 
Ba ‘Beekman St., Now "York ¢ ‘ity. 





——_~+or— 
MULTIPLATE PROCESS PRINTING. 
5, 00 A ge HEADS on a fine linen paper 
‘or$8. Send forsamples. Other good 
pet de py as cheap. CLARK & ZUGALLA, 
Printers and Paper Dealers, 88 Gold St., N. Y. City: 


77 
STOCK CUTS, 
THEN YOU SEE a line cut you want, clip the 
proof and mail to us with & >and we = 
send you a good plate from it,same size—if n 
over column wide. MAIL CUT CO., Philadelphia, 


COIN C: {RDS. 


ne COIN MAILERS, Beverly, Mass. Sam- 
ples free. $1.60 per Min large lots. 


a 3 PER 1,000. Less for more; any tg re 
$3 ‘Tar COIN WRAPPER CO., Detroit, Mic’ 





Ss UPPLI ES. 


* fostben 
V 7 D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag- 
—_ cut inks than any other ink house in the 


"Special prices to cash Boer ers. 











PRINTERS’ Me {CHINE RY. 


E BUY, SELL OR EXCHANGE 

Printers’ — material and supplies. 
from all foundries. 

ates Soneny furnished. 


above 
wala TENDLER & CO., N. Y. City. 
a ia 
HALF-TONES. 


oaracr copper half-tones, 1-coi., $1; 1 
rin. THE YOUNGSTOWN ARC N- 
GRAVIi G CO., Youngstown, Ohic. 


80°s —l col. half-tones, po postpai id. 
Special terms —_ ‘bases to publishers. 
MAIL CUT CO., Philadelphia. 
poagrecien 


ADDRESSES. 


1, 00 SELEw’D names, choice list, any class, 
$4. COL. ADVERTISER, Denver, Col. 


5 Sere: complete list of all voters in Douglas, 

hland, Washburn, Sawyer, Bayfield and 
Polk Covaties, W me poll i List guaranteed to be 
taken. 5 ‘= 1 list. W. A. OTIS, West 
Superior, W 





EXCHANGE, 

XCHANGE what you don’t want for some- 

thing you do. If you have mail order names, 

stock cuts or something similar, and want to ex- 

change em for others, put an advertisement in 

NTERS’ INK. There are probably many per- 

— among the readers of this paper with whom 

you can effect a speedy and advantageous ex- 

change. The price for such advertisements is 

a coats per per line eachinsertion. Send along your 
ve ment, 


PRINTERS’ INK. 


NEWSPAPER METALS, 


i ee” know you can always count on Blatch- 
ford products doing just what relae should. 

Stereotype, lin ¥ monoty, i elec Big 

metals. T Write pk Metal 

BLATC HFORD & CO., Chicago. cy 4 A ‘of 

Strength, 








+o 
MISCELLANEOUS. 


JUBLISHERS’ COMMERCIAL UNION ; a credit 

agency covering all advertisers and agents; 

every publisher needs it. Details at — ldg., 
Chicago, or Temple Court, New Yor! 


ge advertiser has facilities for furnishing 

information of all surts obtainable from the 
Governmental Departments, and the service is 
rendered for a moderate compensation. Address 
A.V. LEWIS, 729 Eighteenth St., Washington, D. C. 





+e 
PREMIUMS. 


I ELIABLE goods are trade builders. Thou- 

sands of suggestive premiums suitable for 
yublishers and others from the foremost manu- 
facturing and wholesale — in jewelry and 
kindred lines. 500-puge price catalogue 
free. 8S. F. MYERS CO., 5 50: ee Maiden Lane, N.Y. 


NIRCULATION managers will find Murat Hal- 
/ stead’s latest book, ** The World On Fire,” a 
very profitable ‘premium for subscriptions. It is 
as good as his * Life of McKinley,” of which over 
700,000 were sole in90 days. Itis a thrilling his- 
tory of the splendors and horrors of Martinique 
and St. Vincent, together with the volcanoes of 
old, and considers phenomena threatening the 
existence of the globe. Demand enormaus. 
2s, 8xl0. Nearly one hundred finest illustra- 
ions. Sample copy mailed sin 62 cents. Special 
prices for ¢ Taiee Addre 
OMINION COMPANY 
Department D, Chicago. 


<+ 


FOR SALE. 


HE best city in North Carolina is Charlotte. 
H£ NEWS reaches twice as many of its peo- 
ple as &.1y other paper. 


heat best county in North Carolina is Mecklen- 
burg. The TimEs-DEMOCRAT reaches twice 
as many of its people as any other paper. 


M4 .ING GALLEYS-—We have several thou- 
sand zinc mailing galleys, 20x1\¢ ins. 
side measurement. Will sell in lots to suit 

big bargain. Write us about them. PHELPS 
PUBLISHING CoO., Springfield, Mass. 


| ipene issue of PRINTERS’ INK is religiously 

read by many newspaper men and printers, 
as well as by advertisers. If you want to buya 
paper, or to sell a paper, or pe or ink, the thin; 
to do is toannounce your desire in a classifie 
advertisement in dapg— ¥ INK. The cost is but 
25 cents a line. a rule, one insertion will do 
the business. “haidress PRINTERS’ INK, 10 Spruce 
8t., New York 
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PRINTERS. 


5, 00 NOTEHIADS, $4. Good paper, goed 
oo Send copy and cash with 
onder. JOHN FAWCETT, Printer, Delphi, Ind. 


I you are not satisfied where you are, try us. 
We do all kinds of book and news: 
printing | Rca" ptly and satisfactorily. UNION 
>RINTIN 15 Vandewater St., New York 


SMALL SPACE WELL USED. 

How often you hear somebody say : “ Now 
there's a small iad well used. It ands right 
out of the paper.” 

The bold typo; pogra shee arrangement caught 
the eye and made that small ad stand out more 
prominently than one twice its size, but not so 
well ares. 

One the things we particularly pride our- 
selves on, is this oe | tor setting advertise- 
ments that are bound to be seen, no matter what 
position they occupy in the paper. Your local 
| ad probably has not the equipment for doing 

his that we have, probably he doesn’t know 
| a pag 'R 

We furnish electroty s too, if you like. 

This is only one of things we o for advertis- 
ers—the printing of catal: booklets, circu- 
lars are some of the —— Ringe 
We make oan stand 
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PRINTERS” INK T 
10 wy St., New York. 
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BOOKS. 


KPARTMENT STORE DIRECTORY. 
$1 postpaid. 253 Broadway, New York. 
; VERY advertising man, printer and clothier 
‘4 oul ve an illustrated book of cuts. 
Ente oe stamp MEN’S WEAK, 621 Broadway, 
ew ri 


N aie A COUNTRY NEWSP AFER— Text- 
rt book for newspaper makers. Worth its 
weight in = in practical instruction. Subjects 
treated : the man, field, plant, paper, news, head- 
ings, circulation, advertising, daily, law ; how to 
make a newsierand better paying paper ; how to 
get news, advertising, circulation. No book like 
it. Saves time, lessens worry, earns =e. In 

dorsed by leading ne ewepauer 2 men. Bound in 
c coe. $1 postpaid. THE DOMINION COMPANY, 

334 Dearborn St., Chicago. 


R™ EADY-MADE ADVERTIS!:}MENTS. Messrs. 

Geo. P. Rowell & Co., 10 Spruce St., New 
York, se’ nd the Caveat a handsome page book 
entitled “Ready-Made Advertisements.” The 
book contains, besides other valuable informa 
tion examples and styles of advertising for al- 
most every business. For merchants and others 
who write their own advertisements this little 
work will be found invaluable. The price isonly 
a —Cazxton Caveat. 

he book will be sent to any address upon 

oat of one dollar. GEO. P. ROWELL & CO., No 
Spruce 8t., New Yor 
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ADVERTISING MEDIA. 


I ARDWARE DEALERS’ MAGAZINE. 
Sample copy 10 cents, New York City. 
4 CENTS por inet iper day; display advertising, 
20 flat rates. E eRPRISE, Brockton, Mass. 
4 WORDS, 5 ouse 2% cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 8,000, 
JOPULATION, city of Brockton, Mass., 40,063. 
The Brockton ENTERPRISE covers the city 
4 be | COLONIST, Victoria, B. C. Established 
1858. Best advertising medium in British 











Columbia. 
EACH the best Southern t tarmers by planting 
your adsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 
A™% person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 
ee met e not aay covered Central Illinois if 
oes not appear in the Clinton 
TIMES, Daily and Semi- Weekly. Send for rate 
card 











EP UBLICAN AND HERALD (Winona) has the 

largest circulation of any daily in Minnesota 

outside of the Twin Cities and Duluth. Covers 
Southeastern Minnesota thoroughly. 


OLISH PRINTING or translating! We do it. 
a are ouer 125,000 Poles in Greater New 

ereach them. Polish weekly, TYGOD- 

NIK OWOJORSEL 99 E. 7th St., New ‘ork. 


DVERTISERS’ GUIDE, Newmarket, N. J.— 
Circulation, 5,000. Mailed tpaid one 
ear, 25c. Ad rate 10c. nonpareil line. Close 
th. A postal card request will bring sample. 


O*i LY 50c. ed line for each insertion in entire 
— of 1 tage papers, located mostly in 
Jersey and Pennsylvania. 


ork, 
UNION PRINTING co., ib Vandewater St., N. Y. 


DVERTISING in 100 or 1,400 weekiy papers of 

the Central West. Send for 8-page dook- 

let telling about them and containing other in- 

formation. CHICAGO NEWSPAPER UNION, 10 
Spruce 8t., New York. 


JEOPLE who want to reach Western readers 
with their business should consult the Bill. 
ings (Mont.) TIMES. It has the best general cir- 
coladlel ion of any weekly newspaper printed west 
of the Mississippi. Rates reasonable. - C. 
MORRIS, Proprietor. 


S a community of intelligent, prosperous, 
money-in-the-bank farmers worth anything 

to yout his class can be reached through the 
Yasoo SENTINEL (the State’s model paper). All 
home print, read each week by two thousand 
fomilies in the richest cotton producing section 
Fak the South. Rates and facts ney furnished 
DEPT. F, the Yazoo SENTL azoo City, 





Miss. 
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INK. 

UNIFORM CAPS. 

) STIMATES and comple ere furnished. 

‘4 DANBURY HATC ibrosses St., N. ¥. 
+o 

PRI NTERS’ HELPS. 


ONDS, CERTIFICATES and DIPLOMAS. Send 
for samples = estimates; also os 
blanks, to be completed by type prin ; large 
variety of patterns. ALBE ERT # KING & CO., 
Lithographers, 105 William Bt New’ York. 











ADVERTISING AGENTS. 


as Prospective Advertisers—The request for 

price lists having become so extensive, in 
future my confidential Special Offers will only be 
sent free to parties who place business thro > 
= np ety. © Any one in good faith desiring t 
lists can have them mailed stpaid for one 
year upon receipt of one dollar, which can be 
deducted from the first order sent for ndivertis- 
ing to STANLEY DAY, New Market, 

—_~+o>— 


ADVE RTISING NOVELTIES. 


| en the purpose “of inv ing announcements 
of Advertising Novelties” likely to benefit 

reader as well as advertiser, 4 lines will be tn- 

serted under this head once for one dollar. 


ADE FROM SPIKE NAILS. Knives, forks, 
i spoons, cigar box openers, etc. Best adv’g 
ten = best seller at resorts, Samples, Pan-Am 

xpo’n souvenir, lsc Booklet for asking. W t= 
HATH AWAY'S GONC ERN, Box 100, Madison 
+o 


TO“ LIVE” ENGLISH ADVERTISERS. 


MPELLED by frequent inquiries from English 
advertisers for samples of my work, I ave 
rece ny laced in the hands of Mr. Frederi ae 
Balch, at No. 175a Kentish Town Road, 
London, a very extensive line of Samples of Som: 
mercial Literature such .as Catalogues, Price 
Lists, Circulars, Folders, Nailin Slips and Cards, 
Envelopes, Wallets, ete., etc. Enterprising ad- 
vertisers in any line of trade desiring to i t 
this altogether unique collection are invited to 
; oa ate we ne a at the above ad- 
ANCIS L. MAULE, 
No. 12. 402 ae. St., Philadelphia, U.S.A. 
“or 


ADVERTISEMENT CO. NSTRUCTORS. 


G™ )D advertising written, designed, placed. 
W J. H.LARIMORE, Westerville, Ohio. 


~ PECIAL new cuts and ads for selling any- 
\. thing at retail. Low priced, but first-class. 
THE ART LEAGUE, New York. 


WILL use as much care in writing and i!lus- 
trating ¢ goed oe ae yos as I would for my- 
self. Let RS e me for some samples. 
COMMON SENS ADVE. TRTISER, Saginaw, Mich. 


A» CONSTRUCTORS will find our ee hd 
ready-made advertisements of 
ance in the preparation of adve: ft A The 
book contains over five hundred specimens of 
good advertising, any one of which may y uegest 
nt 


an idea for your 
+ id on —— of price, $1. Address GEO, 
ROWELL & CO., 10 Spract t., New York. 
AP RITERS and designers should use this 
- column to ee — business. The 
price is on cents a _ line, cheapest 
of any ssediam published, p-- i circula- 
tion and influence. A number of the most suc- 
cessful adwriters have won tame and fortune 
through persistent use of = column. bs 
Sagan small and kept at it. You do 1 ike. 
Aoarems orders, PRINTERS INK’ 10 Spruce 
Bt., ew York 


N ADVERTISING SERVICE FOR MANU- 
d FACTURERS AND WHOLESALERS 
For the past eight years | have been advertiser 
for seve large manufacturing concerns, and 
have gained an Foy = A valuable experience 
in this fiel am now pre vertise a 
few additional lines according to methods which 
I have employed with pease success. Thisser- 
vice is not cheap. It is high enough to enable 
me to take sufficient FR, for the production of 
good work. I would like to hear from any man- 
ufacturer, wholesaler or Jarge retailer who be- 
lieves that skilled, , syatemae advertisin, we would 
efit his busin MUND BARTLE 
Murray &t., New >, 
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The Force” pf 


INTERESTING LETTER FROM .3E 


Demand That The Ol 
ENORMOUS BUSINESS CREAT BY 


The Whole of FO RC f ) 
the Wheat i 


Scientifically Combined With Barley Mal | 
i 











oes 
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Business Manager Philadelphia Jtem:—Our @ns 
‘‘FORCE” a demand which we were unable tojfres 
inadequate facilities. Realizing the situation sogfaf 
began the erection of two new factories, one of{fic! 
is about half finished. Although our present fa@ry 
fill only about half our orders. This is unsatisf@pry 
us in the position of simply creating a demand forfibst 
fer to discontinue our advertising for a short ti} a 
“FORCE” advertisements until further notice. ea 
order continuance of this advertisement before suther 

Complimenting THE ITEM on the enormous busix@ w 
respectfully, THE FORCE FOOD COMPAN 
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Sole Agents Fore 
Tribune Building, New York. 















‘bf Publicity ! 
‘ E “FORCE FOOD COMPANY.” 


e ould Not Supply ! 
TERBY “ADS” IN “THE ITEM.” 


; | The Food That is 
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ALL FOOD. 


Mal The ‘‘FORCE”’ Food Co. 
i 











Burrato, N. Y., June 17, 1902. 
ir @ensive newspaper advertising has created for 
tofresee, and for the supply of which we have 
so™ after the advertising was started, we at once 
offfich is nearly completed, the other of which 
fa@ry is working day and night, we are able to 
isf@pry both to ourselves and to dealers, and puts 
for®bstitute articles. Rather than do this, we pre- 
t tig, and will ask of you to omit publication of 
eased facilities will undoubtedly enable us to 
sumer is well under way. 
isin@ which you have helped us to build up, we are, 
ANY, ~ W. B. HUNTER, Advertising Manager. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
tar Issued every Wednesday. Ten cents a 
copy. Subscription price, five dollars a year, 
in advance. dollars a hundred, No back 
numbers. 
Being printed from plates, it is always pos- 
prose 4 to ws * —~ edition of five hundred cop- 
es for $30, or a larger number at the same rate. 
P atilahers desiring to subscribe for PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 
ny person who has »ot paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in hisname, Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES : g 
Classified advertisements 25 cents a line: six 
words tothe line, pearl measure; display 50 cents 
a line, 15 linesto the inch. $100a page. Special 
position twenty-five per cent additional, if grant- 
ed; discount, five per cent for cash with order. 


OFFIcES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill, E.C. 





NEW NEW YORK, ~ AUGUST 6, 


RESULTS, not criticism, prove an 
advertising plan good or bad. 





THE value of the classified ad 
lies in this, that it is an economizer 
im time as well as money; the one 
to the man who puts it in and 
the other to him who looks for it. 


BREVITY is a virtue when it es- 
capes obscureness; but it is a fault 
when the sense is not plain. The 
best quality in advertising is clear- 
ness—that one who runs may read 
and understand. 





Too many advertisements are 
spoiled by overcrowding. There 
are too many words in them. A 
love letter is best when not too 
long, and the same view holds 
good as to certain classes of ad- 
vertising. 


—— 

ONE who visits the department 
stores, jewelers and other marts of 
trade cannot but be impressed with 
the fact that for every man cus- 
tomer there are present a score, or 
thirty, or forty women. The wise 
advertiser is he who writes in such 
manner as to arrest the attention 
and appeal to the interest of the 
fair sex. 





ScHOOLS are springing up for 
the instruction of adwriters, just 
as there have appeared those for 
teaching journalism. Schools are 
excellent places for teaching the- 
ories, but there is that intensely 
practical about the writing of suc- 
cessful advertisements. One can 
learn much faster in the school of 
experience. 


PRINTERS’ 


INK, 





Simp.icity is the most profitable 
style to work into ads, because the 
ignorant will understand it and 
the intelligent can appreciate it. 


SHOW window advertising is too 
frequently spoiled by much effort 
at artistic effect. What is needed, 
to be sure, is taste, but most of 
all, that which will attract and hold 
the passer-by and persuade him to 
enter. 





THE two. ‘greatest powers on 
earth are electricity and printers’ 
ink. Electricity, as harnessed and 
controlled by man, moves what it 
is qualified to propel; but printers’ 
ink has no limitations. The one 
moves itlanimate things: the other 
moves man, the most difficult of all 
things, animate or inanimate, to be 
moved. And printers’ ink goes 
wherever man is found. 


THE 49th dinner of the Sphinx 
Club will take place at 7 p. m., 
Wednesday, August 6th, at the 
Oriental Hotel, Manhattan Beach. 
It will be the first midsum- 
mer dinner the Club has_ yet 
held and the principal address of 
the evening will be on “The Cos- 
mopclitanism of Proprietary Ad- 
vertising,” delivered by W. H. 
Lever, M. P., of England. 


THE man who can talk well to 
customers may fail as a writer of 
advertisements. It is a well known 
fact that preachers and other pub- 
iic speakers rarely make up well in 
print. Type is cold and unsympa- 
thetic. Its face is not as that of a 
man or woman, from which one 
may gain inspiration as he talks. 
The gentle art of “persuasive 
words in print” is one that must be 
gained, as any other, through prac- 
tice. 





It has not been satisfactorily ex- 
plained why banks do not avail 
themselves more of the benefits of 
newspaper advertising. The prac- 
tice of mere insertion of a business 
card scarcely can be termed adver- 
tising. All bankers do not offer 
the same inducements to deposi- 
tors, and where difference exists, 
those offering the best terms would 
be sure to receive most patronage 
were the fact made known through 
publicity. 
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ADVERTISING agents of repute 
know their business. They have 
studied it and have learned it in 
the school of experience until they 
are invaluable to the advertiser. 
The beginner in advertising, espec- 
ially in foreign advertising, should 
no more think of investing money 
in advertising without consulting 
the advertising agent, than he 
would assume a lawsuit without 
help of a lawyer. 


Poor printing is bad anywhere— 
in a horse or public sale bill, even. 
Yet one who receives many circu- 
lars will be ready to assent to the 
truth of the statement that the 
chief aim of those who issue them 
is to get them out at the least ex- 
pense possible. This is due to a 
general impression that any sort 
of paper and any sort of printing 
—any old thing is good enough 
for circulars. What is worth do- 
ing is worth doing well, and this 
applies to circulars as potentially 
as to any other class of printing. 


THE advertising agent is to the 
advertiser what the real estate 
agent is to the investor in real 
estate. The latter attends to the 
title, to the drawing up of decd, 
mortgage, etc., and his advice often 
is invaluable in the selecting of 
land for investment. The advertis- 
ing agent makes intimate study of 
the field, learns the character and 
the value of newspapers and is 
able to hold them to reasonable 
prices for space. He has proved 
his value and oftentimes his neces- 
sity to the advertiser over and 
over again. 








Too many advertisers mistake 
their own consequence when adver- 
tising. This is seen in the bigness 
of the type which spells their 
names. There are some names, 
whose fame is continental, that are 
synonyms for fair dealing and a 
positive guarantee of good faith. 
But their number is decidedly 
limited. These properly may place 
their names in big type. But in 
the main what people inquire is, 
not so much who the man is, but 
what it is that he offers. If his 
inducements are sufficient, they 
will be sure to find his name in the 
advertisement, though it were set 
up in pearl. 
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EXTRAVAGANCE in speech may be 
forgiven a showman or a theatrical 
agent, but in everyday business the 
merchant who promises least and 
performs most is the one who suc- 
ceeds. 


THE New York Sunday Herald 
of July 27, 1902, contained a full 
page ad in colors of the “Wilson 
Whiskey High-Ball-That’s-All’ 
wall painting on the building corner 
of Broadway and 12th street. It is 
considered the largest picture in 
the world. Here follow the meas- 
urements of the details in the pic- 
ture: Head, 31 ft. 3 in., ear, 7 ft. 
Q in., eye, 3 ft. 6 in., nose, 6 it., 
siphon, 30 ft. 6 in., glass in hand, 
17 ft. 6 in., bottle, 48 ft., glass on 
table, 9 ft. 2 in. 





Laws for the prosecution of men 
naking fraudulent use of advertis- 
ing space are of doubtful expedi- 
ency. It would not seem to be 
the best way to reach the evil. The 
matter is one that is regulating it- 
self. There comes in here the law 
of the survival of the fittest. Re- 
spectable newspapers are refusing 
advertisements of a doubtful 
character. Owners of most news- 
papers are bestowing as much 
care upon advertisements as upon 
the text of their paper. A pow- 
erful factor in this reforma- 
tion is the unwillingness, and in 
many cases, the point blank re- 
fusal of respectable advertisers to 
appear among those of doubtful 
character. 


THE sensational papers, along 
with their noisy degradation of the 
profession into vulgar commercial 
trade, taught several useful les- 
sons. They enormously widened 
the area of newspaper influence. 
They discovered hitherto forgotten 
millions of readers. They proved 
the possibility of profitable one- 
cent papers. They brought about 
the organization of profitable ad- 
vertising. While they were mak- 
ing the inactive moralists mourn, 
they were teaching men who were 
willing to profit by their lessons 
the way to make journalism both 
more useful and more _ profitable 
than, it had ever been. They were 
opening new fields of influence and 
of ‘income.—From the World’s 
Work. 











—— 
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Tue Printers’ INK’ 1902 ad 
contest, now in its thirty-first week, 
will be closed with the first. issue 
in October. The last day of entries 
is September .24,. 1902, therefore 
ambitious adsmiths have seven 
weeks more in which they may 
make an attempt to capture the 
awards. 





“IN my opinion there is only one 
newspaper directory, and that is the 
American’ Newspaper Directory. 
We use it constantly in the work of 
this agency, and I do not know of 
any two, or three, or half dozen 
books that could take its place. 1 
like Mr. Rowell for his honesty 
and his methods of doing business, 
and believe that he has done more 
than any other man‘to put advertis- 
ing upon a scientific basis. I don’t 
iike that word ‘quality,’ for I be- 
lieve that the fixed rate and the 
fixed circulation figure are . the 
two chief factors in successful ad- 
vertising. If you can get reliable 
statements of the actual numbcei 
of copies circulated and are sure 
that no advertiser is getting space 
at a lower rate than yourself, you 
are in a position to make adver- 
tising as exact as it can ever be 

made. That is scientific advertis- 
ing, and Mr. Rowell’s best years 
have been devoted to convincing 
both advertisers and publishers of 
the saneness of these two ideas. 
In the case of such publications as 
Harper’s and the Century I think 
that it is often wise to withhold 
figures from the general public. 
We all know that these mediums 
are productive in high degree, but 
the new advertiser doesn’t know 
it, and is often lured by the mere 
big figures of worthless mediums. 
In the case of the Century and 
Harper’s 1 have never failed to 
get a satisfactory confidential 
statement when I asked for it, and 
I think that this private showing 
is fully as satisfactory as a public 
one, though it is certainly not as 
convenient. 
cuse fer withholding the figures of 
a newspaper's circulation, however, 
for it covers a smaller field than 
the magazine and is profitable 
largely according to gross circula- 
tion.”—John Lee Mahin, President 
Mahin Advertising Company, Chi- 
cago, July 23, 1902. 


There is no such ex-° 


ADVERTISING is the oxygen that 
will maintain life in any business 
enterprise. 





Tue Wanamaker store publicity 
stands for the best retail adver- 
tising in the country—it’s the best 
of its kind for the kind of store 
it represents. One interesting 
feature of the Wanamaker pages 
are the editorial paragraphs usual- 
ly contained in every ad. They 
are instructive and certainly appeal 
to refined shoppers. The one here 
following is from the page ad in 
the New York Timcs of July 28, 
1902: 

THE INSTITUTIONAL STORE. 

It is not merely advertising when 
we print the facts and theories of our 
business. Any yet there is no better 
Way to promote the growth of our sales 
than, to get the; business thoroughly 
understood. The reason is that so much 
misinformation is. current concerning 
great retailing. 

You are told that large retail stores 
are combinations in the nature of trusts 
—this is not a discussion of trusts. But 
the fact is that “he entire combined in- 
terest of high-class retailing, as now 
evolved, is with and for the people. 
Our stores are devoted to the dealing 
cut of merchandise at the least pos- 
sible cost to the consumer. In trade 
we are the counsel for the people 
against the manufacturers—not in an 
offensive sense. The best bargains are 
good all around—for manufacturer, mer- 
chant, consumer. You don’t find much 
of the trust idea in these conditions. 

You should also remember that the 
collection of rare and exclusive goods 
from the highest and most varied sources 
of production is another aim of this 
business. Witness the frequent exposi- 
tions cf costumes and millinery from 
Paris, London. Berlin. These occasions 
are not equalled in any other retail 
stores in the world. We have five_peo- 
ple, three men and two women, in Paris 
er on the way there for the express 
purpose of selecting the model costumes 
that are to fix the taste that will domi- 
nate the dressmaking of this country 
next Fall and Winter. It is a matter 
of public interest that so many _ ladies’ 
tailors and dressmakers find in our 
expositions the canons of correct taste 
and the school of instruction for deco- 
rative art in women’s dress. University 
extension is the principle of modern 
retailing applied to education. All this 
is very clear to any one who will ob- 
— our store history for a single 


“a Aad to the foregoing the scores of 
other forces that are assembled here— 
freedom to come and go, to rest or 
study, to find amusement or instruc- 
tion, to buy goods with the best ser- 
vice possible (often faulty, but always 
improving); and it will appear very 
clear that.a thoroughly up-to-date re- 
tail store is an Institution. Such, we 
kelieve this store of ours to be. Suc 
we ‘are striving more perfectly to make 
it. 
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oh The American Newspaper Di- 
.. rectory? Well, perhaps it would be 
te policy to say that itis second only to 
“ the Lord & Thomas Directory. Asa 
ve matter of plain truth, however, there’s 
« only one. The American Newspaper 
¢ Directory isthe Webster's Dictionary 
' of advertising. As for its integrity, 
I don’t believe that any fair-minded 
man ever questions Mr. Rowell’s 
motives, be he publisher or adver- 
tiser, and I have absolutely no sym- 
pathy whatever with the howl that 
is is raised against his efforts to put 
circulation upon an honest, open 
basis.—Daniel M. Lord, of the Lord & 
Thomas Advertising Agency, Chicago, 
July 21, 1902. 
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30 
EDUCATING THE RETAILER. 


The advertising department of a 
manufacturing concern involves 
what the inexperienced might term 
an enormous amount of ‘red tape." 
If, however, the various branches 
of the organization were explained 
and the cause and effect of the 
different methods outlined, the 
utter impossibility of operating a 
department of this nature without 
this complete systematization 
would be at once clear. Such 
department in a wholesale house is 
a comparative novelty in mercan- 
tile evolution. But a few years ago 
manufacturers who thought it pos- 
sible to pbretiinn their products 
profitably or were willing to con- 
sider an advertising plan were 
few and far between. ‘Their staple 
argument was: ‘The salesmen are 
on the road to sell our goods. Why 
should we be asked to create a de- 
mand for our merchandise among 
the consumers? That’s the retail- 
er’s look out.” Thus in effect 
wholesale advertising for the re- 
tail trade is quite a modern enter- 
prise, and only of late years have 
manufacturers begun to recognize 
its dominant power in creating new 
trade and strengthening the old. 
The country retailer is being thor- 
oughly educated on the advertis- 
ing question by the large whole- 
salers, so that he, too, is more 
ready to devote some of his time 
and money to advertising. Indeed, 
he is coming to realize more and 
more how readily a demand is 
created for advertised lines, so that 
he is less and less inclined to buy 
from: houses which do not assist 
him in this direction by supplying 
advertising material to help the 
sale of their goods. Traveling 
salesmen, too, realize that their 
customers now look at the adver- 
tising question in a serious manner 
and want to know what they may 
expect in this line. In short, the 
advertising department of a large 
manufacturing concern has become 
a legitimate necessary branch of 
the institution which should and 
can be operated on just as profit- 
able a basis as the sales depart- 
ment. 

& * 

There are, of course, as many 

ways of advertising a wholesale 
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house as there are ways of educat- 
ing the public into buying certain 
lines of goods. The selection of 
these methods, a knowledge of and 
experience in these underlying 
principles are the vital essentials 
in the organization of a well equip- 
ped and efficient advertising de- 
partment. 
* * * 


The salesmen of the house 
should be required to work in har- 
mony with the department. Each 
man on the road should be fully 
apprised of-the plans to be follow- 
ed and when calling on the trade 
the advertising should be discussed 
as well as the merchandise. Each 
salesman should carry with him as 
much of the advertising material 
as may be disposed of en route. 
Proofs of the newspaper and maga- 
zine advertising done by the house 
ought to be mounted in neatly 
bound books—one for each sales- 
man—to be used when aiming 
get trade. By showing such a cg 
plete series of ads of past, cu 
and coming season, the effeg 
the mind of the dealer is very 
vincing. The same should b 
in the follow up corresno 
but all the advertising 
meant to appeal to the ré 
customer should be brought 
notice every season by. the 
man personally. After the 
ment has become well e 
each salesman should be 
with blanks and a report 
from various towns visited 
reports to inform the adve 
department of the amount 
kind of competitive adve 
done in the territory named; 
ing general information and 
gestions for the next season, e 

* * * 























Sometimes a salesman finds tha 
his customer is not using the ad 
vertising matter his house has sup- 
plied. Of such cases the advertis- 
ing department should at. once be 
notified and a correspondénce be- 
gun on the subject. After the 
value of the advertising as explain- * 
ed the average merchant is ready 
to give the required attention to 
its proper use and generally grows 
enthusiastic because the advertis- 
ing department keeps in constant 
communication with ,him and 
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makes it a “special case” on the 
records of the department. Such 
records are kept on cards, using an 
ordinary library card system, and 
fast as salesmen notify the depart- 
ment that this or that one is not 
making use of the advertising mat- 
ter the entries are made on cards 
and a complete system of corres- 
spondence is started. Each letter 
is recorded and the replies noted in 
spaces provided on the cards for 
that purpose. If after a due and 
diligent course of sprouts such a 
customer persists in not using the 
advertising matter, which hannens 
but rarely, his name is dropped and 
nothing further is wasted on him. 
Here again the salesman’s hearty 
and intelligent and persistent co- 
operation is essential, for in his 
personal intercourse he may still 
succeed in convincing a customer 
of the wisdom of using the matter 
for the purpose of stimulating the 
consumers’ demand for the goods 
he is buying. 
* * * 

The kind of advertising matter 
to supply to the trade is dependent 
on the nature of the business. 

The retailer ought to be impress- 
ed with the necessity of sending 
to the advertising department 
copies of the papers he uses. 

The object of all wholesale ad- 
vertising is identical—to create a 
demand for the wares of the house 
and to make the masses desire the 
goods it produces, thus making a 
market for the product, and elimi- 
nating to a great extent the price 
cutting competition so conspicuous 
in ncn-advertised articles—whether 
they be to eat, to wear or to use.— 
Philip H. Magnus, in Milwaukce 
Sentinel. 


THE merchant who is continu- 
ously offering goods “dirt cheap,” 
“below cost,” etc., is Ov erdoing the 
racket mightily. One cannot fool 
the people all the time. It does 
not demand very much wisdom to 
know that an advertiser is in busi- 
ness for something else besides his 
health and the benefit of others. He 
is expected to make a profit now 
and then. When ‘he asserts that 
he does not, he may be telling the 
truth, but nobody: will believe it 
but himself, and the average cus- 
tomer is afraid of a liar. 
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THE practice of wholesalers to 
assist retailers in the advertising 
and sale of staple goods is now 
followed more and more by those 
firms who have a clear concep- 
tion of the value of publicity. 
They frequently find, however, 
that the apathy and lack of true 
understanding of advertising on 
the part of the retailer nullifies 
to a certain extent, and often to 
a very large one, the best laid 
plans—plans which can only be 
successfully consummated if 
every link in the chain is helping 
to lift. All large concerns have 
this experience and a large per- 
centage of their expenditure is 
practically lost, simply on ac- 
count of Jack of understanding. 
Advertising is a matter of growth 
and development with every bus- 
iness, be it large or small, retail- 
ers must be educated to it and 
they must be taught how to use 
this business force. There is no 
better way to teach the retailer 
the value of advertising but to 
have him read PRINTERS’ INK, 
the journal for advertisers, 
which no man ever read with- 
out profiting thereby. To large 
firms the idea is recommended 
to subscribe for PRINTERS’ INK 
for such a number of copies as 
they may need after having 
made a survey of the list of re- 
tailers with whom they deal. 
They may try a certain section of 
the country or a single State, as 
they may choose. Their travel- 
ing salesmen may be able to sub- 
mit to them a list of the most 
enterprising retailers they visit 
on their routes and thus the plan 
may be tried under the most fa- 
vorable auspices. The reading 
of PRINTERS’ INK will gradually 
teach the retailer what adver- 
tising means and the outlay for 
the yearly subscriptions will 
likely pay well. It will re- 
duce the percentage of waste in 
the outlay of the total advertis- 
ing appropriation spent for the 
purpose to assist retailers in 
their publicity, and it will quite 
likely produce just the results 
for which you had hoped. 

















A PROFITABLE FIELD FOR 
WOMEN. 

The woman who has any literary 
taste cannot fail to be attracted to 
advertisement writing as a means 
of earning a living. The remuner- 
ation is an inducement, the work 
easy to a keen intellect and there 
is not that element of uncertainty 
in it which overshadows most pro- 
fessions. The ability to write ele- 
gant English is not essential to this 
department of the business world, 
but the advertisement writer must 
have tact (which most women pos- 
sess) and a keen perception of 
what are the best points in a given 
thing and last, but not least, a 
knowledge of human nature. The 
art of putting ideas into words 
will come as second nature to a 
woman who feels herself fitted for 
the advertising profession. The 
training necessary to become an 
advertisement writer is a fascinat- 
ing one and by no means unprofit- 
able. It is the experience acquired 
as a reporter on a newspaper that 
furnishes the best basis for an ad- 
vertising career, especially that of 
society reporter. Such a position 
opens a new world to a woman 
and sharpens her intellect wonder- 
fully. The newspaper training is 
valuable in many ways. It gives 
one a splendid insight into human 
nature by throwing the interview- 
er into contact with all sorts and 
conditions of men and women. 
Surely no one views “Vanity Fair” 
from a better vantage than the 
newspaper reporter. In order to 
be able to attract people’s money 
through advertisements, the adver- 
tisement writer must know these 
people—their likes and dislikes, 
and this information is acquired 
quickly and thoroughly in a news- 
paper office. Here also a woman 
may learn to write English. Not 
the most perfect, to be sure, but 
the style best suited to advertise- 
ment writing. The English adver- 
tisers require the kind that will 
sell their goods, not necessarily the 
style of Carlyle or Thackeray. The 
advertisements of the big stores 
are nothing more or less than min- 
iature newspapers containing the 
news of the stores, which are di- 
vided into departments like a city 
separated into wards. And so, 





PRINTERS’ 





INK. 


as the newspapér is made up of the 
news of the city, so the advertise- 
ments are reflections of the de- 
partments of the stores, and the 
style of the former is best for the 
style of the latter. A position in 
a newspaper office also enables a 
woman to pick up considerable in- 
formation about type which is ab- 
solutely essential to the profession 
of advertisement writing. A 
woman has one great advantage 
over men in-this line of work be- 
cause she has an intimate knowl- 
edge of goods and colors and she 
also has an innate perception of 
those points about merchandise 
which should be brought to the at- 
tention of prospective buyers. She 
knows, or should know, that what 
pleases her is likely to please others 
and ninety per cent of advertise- 
ment readers are women. 

There is always a certain amount 
of nervous strain connected with 
advertising, but it is not nearly so 
brain wearing and wearying as re- 
porting. The shrewd advertisement 
writer is constantly devising some- 
thing new and catchy with which 
to please the public and coax their 
pennies, which is not always the 
easiest thing in the world. On the 
other hand, however, there is al- 
ways a reward for honest effort in 
the returns from advertisements 
embodying these clever ideas. 

REET OS RPE 
WALL STREET _ ILLUSTRAT- 
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LET ADVERTISERS BE- 
WAR 





Boston, July 19, 1902. 
Editor of Printers’ INK: 

My attention has been called to two 
letters on page 38, of your issue of 
June 25th, written by yourself and by 
Stanley Day in reply to suggestions 
made by him in his Advertisers’ Guide 
for June. 

I want to say that I heartily agree 
with Mr. Day. I believe that a Direc- 
tory published by the Geo. P. Rowell Co. 
is particularly the Directory that should 
rate circulations, however large. 

I do not see why a publication is- 
suing and circulating a million copies 
monthly should not be entitled to a 
rating of a million, whether that pub- 
lication has a_ million subscribers or 
999,999 subscribers and one sample 
copy, or one subscriber and 999,999 
sample copies. The circulation, as cir- 
culation, is a million copies. ‘Lhe 
“make-up” of the circulation, which 
may interest some advertisers and not 
interest others, is a matter to be taken 
up later by advertisers who are interest- 
ed in that question. 

The ratings the American Newspa- 
per Directory has been in the habit of 
giving many monthly periodicals in the 
yast are as far from being correct as 
black is from white. The Directory has 
been of little use to those who are look- 
ing for information about large monthly 
circulations, whether to paid subscribers 
or sample copy editions does not inter- 
est them. It is tantalizing to such pub- 
lishers as know they have for months 
and possibly for years put out two or 
more times as many copies every month 
as the Directory has given them credit 
for doing. 

I am sure if you were to ask for 
an expression from so called “Mail 
Order Advertisers,”’ and from the same 
class of publishers, you would be over- 
whelmed with expressions indicating the 
desirability of following out Mr. Day’s 
suggestions. : i 

Trusting that at some near time in 
the future I shall have the pleasure of 
seeing all the large circulation month- 
lies, including my own, properly rated 
in your Directory in accordance with 
honest figures, which are generally back- 
ed up unequivocally by such publishers, 
I am, Yours very truly, 


hed 


—~ 
Publisher of Cushman’s Couple. 

Commenting on the above the 
editor of the American Newspaper 
Directory says: 

1. The number of papers issuing reg- 
ularly more than 75,000 copies is but 
a few dezens in all. 

2. The publishers of these all know 
that they can have the plain figures in- 
serted in the Directory, showing actual 
izsues, if they will exhibit the facts. 

3. The only reason why they will 
not exhibit a signed statement is be- 
cause they believe it wiser not to do so. 

4. The only reason for believing such 





a course wiser is found in an inten- 
tion to deceive advertisers. 

5: Publishers who are capable of se- 
curing circulations exceeding 75,000 
copies regularly are men of unusual 
ability, whether honest or dishonest. 

6. The publisher who can successfully 
deceive advertisers by rose colored state- 
rents devoid of definiteness would prob- 
ally succeed in fooling the editor of 
the Directory if he would consent to 
give a rating without a straightforward 
statement to base it upon. 

For reasons above set forth, the 
editor of the American Newspaper 
Directory believes it better to re- 
fuse to give a higher letter rating 
than the one now in use. 

For reasons above set forth the 
editor of the Directory believes 
that there is not a paper in Amer- 
ica entitled to a rating of more 
than a hundred thousand copies; 
that does not have its circulation 
plainly stated in the Directory in 
Arabic figures; that is not in the 
habit of issuing to advertisers 
circulation statements that are un- 
true, or conveying, by means more 
or less effective, the impression 
that the paper prints more copies 
than it does print. Cushman’s 
Couple is no exception to the rule! 

THERE IS NO EXCEPTION TO THE 
RULE! 

LET ADVERTISERS BEWARE!! 
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ADS IN RAILWAY COACHES. 
CaRLIsLe, Pa., July 30, 1902. 
Editor of Printers’ INK: 

In coming over the Cumberland Val- 
ley lines the other day I see that each 
passenger coach has two advertising 
cards in it advertising the Doubling Gap 
Springs Hotel. This is the first time I 
have ever seen advertising cards in 
railway coaches and thought it might be 
of some interest to the readers of the 
Little Schoolmaster. Yours truly, 

MerrRILt C. HALDEMAN. 





+> 
NOVELTIES WANTED. 
KELLoGG SwiTrcHBOARD AND Suppty Co. 

Cuicaco, July 23, 1902. 
Editor of Printers’ INK: 

Would you be kind enough to furnish 
us with the names and addresses of any 
concerns that make good advertising 
novelties, preferably desk novelties. 

Thanking you for this favor, we re- 
main, Yours truly, 

F. L. Martin, Adv. Mgr. 
—— _— 
NOVELTIES. 

THe CotumBIA ADVERTISING AGENCY, 
The Only Window Card Specialists in 
Dixie. 

Ricumonp, Va., July 25, 1902. 
Editor of Printers’ INK: 

Kindly advise us as to the addresses 
of advertising novelty manufacturers, 
suitable to all branches of business. 

Respectfully yours, 
CoLuMBIA ADVERTISING AGENCY. 
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DRUG STORE ADVERTISING. 
San Francisco, July 19, 1902. 
Editor of Printers’ INk: 

The man who conducts the advertising depart- 
ment of one of the dr journals criticises a 
d it for advertising his own preparations, 
saying that he had better devote the space to 
some a oo proprietary which sells at a cut 
price. e are almost too astonished for utter- 
ance. if there is one thing more than another 
which a druggist ought not to do, itis to indorse 
a preparation he knows nothing about , and it is 
certainly poor business to spend money to build 
up @ reputation for another man’s goods, when 
he, not the ae reaps the profits.—South- 
ern Drug Ji 

The peel expressed by the 
Southern Drug Journal is hardly fair 
to the medicine manufacturers of the 
United States, especially those who are 
large advertisers. These manufacturers 
spend milhons a year advertising their 
remedies and creating a demand which 
the druggist alone can supply. They 
are practically building up a business for 
the druggists—they are making their 
preparations so well-known that every- 
body is acquainted with them and they 
a the fact that they are for sale 
by all druggists; consequently, the drug- 
gists get their share of the results of 
the advertising, as well as the manu- 
facturer. While it is true that the 
druggist who has to do business in a 
cut-rate town must sell at a small mar- 
gin of profit, at the same time a great 
deal of his trade is brought to his 
store through the manufacturer’s adver- 
tising. Most druggists nowadays have 
so many preparations of their own that 
they are always ready to reap the 
benefits created by the advertised ar- 
ticles. The medicine manufacturer ad- 
vertises his goods and sends his cus- 
tomers to the druggists for them. The 
druggist reciprocates by giving the cus- 
tomer some other preparation which he 
claims to be just as good and probably 
is. 

For argument’s sake, this should be 
reason enough why the druggist should 
advertise a well-known medicine—simply 
to get the people in his store and reap 
the benefits of his own energies by talk- 
ing them out of buying what they came 
or. 

This may not be termed legitimate 
merchandising in the strict sense of the 
word; but from the druggist’s standpoint 
it is practical merchandising. 

Even in cities where cutting is not 
done, tlie druggist has several prepar- 
ations of his own, which he invariably 
recommends in preference to others. 

hould a druggist confine his methods 
te theoretically legitimate merchandising 
and 1efuse to recommend a preparation 
other than which was called for, he 
could still better afford to advertise well ad- 
vertised preparations and the prices for 
which ke sells them, than his own medi- 
cines. Now, for instance. The drug- 
gist advertises Peruna at 85 cents, or 90 
cents. The customer who has been 
reading Peruna ads for some time reads 
the druggist’s ad and notes the saving 
cf 10 cents or 15 cents over the regu- 
lar price, consequently, this customer is 
likely to go to the store that sells it 
the cheapest. Unless already in the 
habit of going to that store, if she is 
courteously welcomed and politely treat- 
ed by the clerk, she is apt to become 
a steady customer and purchase other 
things besides a bottle of Peruna. Sup- 


pose she does not buy anything else 
Lut a bottle of Peruna at 90 cents— 
the druggist still makes nearly 20 cents 
or 25 cents, or about 331-3 per cent 
orofit, which should be enough for any 
egitimate concern. 

It cannot be truthfully said that the 
medicine advertiser takes any money 
cut of the pocket of the druggists, for 
most of the business that comes from 
well advertised preparations is business 
that would not come to the druggist at 
all, if it were not for the medicine manu- 
facturers. Should these manufacturers 
stop advertising entirely, it is safe to 
say that the entire gross sales of all 
the arug stores in the United States 
would drop off considerably during the 
next ten years. The medicine  manu- 
facturer is entitled to more consideration 
than he gets, for he is spending a good 
deal of his money in building up his 
business for somebody else, and if these 
preparetions could be sold through other 
channels, retail druggists would find 
that the business really amounted to a 
good deal. Circumstances force drug- 
gists in some towns (o sell advertised 
patent medicines at a very low price, 
and it is rather unfortunate that these 
conditions exist, but what cannot be 
cured must be endured. The druggist 
who is wise and aggressive and pro- 
gressive will find a way to make money 
out of such conditions. 

The cut, rate druggist has come to 
stay and is the man_who is making 
good money to-day, and when you come 
to sift it all down, the amount of ad- 
vertised preparations sold in cut rate 
stores, compared to the entire sales, 
amounts to very little, but the business 
is going to those stores through their 
ewn advertising of well known prepara- 
tions. There is no question but what 
the medicine manufacturers would like 
to see different conditions exist, for 
they are losing money every year by 
the antagonism of druggists who are 
forced to sell advertised goods at cost 
or slightly above. The manufacturers 
have tried every scheme and idea that 
seemed reasonable, but without much 
effect. There seems to be absolutely no 
way to stop cutting and venetian prices 





to the old standard. _ 
———— 
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FOR SALE CHEAP——-TWO STRONG HORSES 
IN GOOD CONDITION, SUITABLE FOR BUSI- 
NESS PURPOSES, APPLY ON PREMISES, P. 
REILY, CONTRACTOR, 
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POINTERS. 
Tue Litrte Hote. WILMoT, 
South Penn Square, 
PHILADELPHIA, July 30, 1902. 
Editor of Printers’ INK: : 

1 notice the Record says the Force 
people did not use the proper mediums 
in Philadelphia or else they would have 
the proper response before they had to 
depend on the street cars for it. They 
are right in one _ sense certainly. No 
advertiser in Philadelphia or nearby 
towns can afford to ignore the Record, 
but if IL had had the placing of the 
Force advertising I would have used the 
same tactics as they did. The Bulletin 
and Telegraph cover the Philadelphia 
field as far as women are concerned 
and its “dollars to doughnuts” that 
thcse two papers go in more households 
than all the other papers combined; the 
business man takes the morning paper 
with him, but brings the evening pa- 
per home. 

What they say about the street cars 
in Philadelphia hits the nail square. 
I have tried it and know. People do 
read them and they don’t forget what 
they read. , 

The best results that I have noticed for 
advertising the hotel come from the 
Commoner, Mr. Bryan’s paper. We 
ran a small ad in it for three months 
and we have had people from almost 
every State of the Union, the South 
predominating. We now use no me- 
diums, for our hotel being small is 
running full, but if we had four 
or five hundred rooms I would have a 
standing ad in the Commoner sure. 
notice it has doubled its size and_ such 
shrewd advertisers as Montgomery Ward 
& Co. are large users of its space. 

Ryerson W. JENNINGS. 
aie oe 


NOTES. 


R. M. Bryan of Atlanta, Ga., has 
opened an office at 115 Nassau_ street, 
New York, to represent the Common 
Carrier, a Southern railway journal. 


“NotHinc But Teeth” is a_ chatty 
booklet made for the Pennsylvania Den- 
tal Manufacturing Co., Philadelphia. 
The argument is forceful, but is rather 
lacking in dignity. 

Tue American Hardware Co., 40 John 
street, New York, advertises its ship- 
ping 100m_typewriter—a device for mak- 
ing shipping stencils—in a plain but 
comprehensive mailing card. 

Mr. O. W. Ruccres, General Passen- 
ger Agent of the Michigan Central Rail- 
road, issues an extremely concise and 
attractive little booklet describing sum- 
mer resorts that are near Chicago. 


Tue South Chattanooga Savings Bank, 
Chattanooga, Tenn., sends a handsome 
little brochure called “Save While You 
Earn.” This bank is to be congratu- 
lated upon the quality of its printing. 

Tue Brooklyn, N. Y., Standard Union 
wishes to announce to advertisers that 
Mr. R. F. R. Huntsman will hereafter 
act in the capacity of special advertising 
representative, with headquarters in the 
St. Pau! Building, 220 Broadway, New 
York. 

Tue Omaha World-Herald makes a 
practice of giving a flower, a ten-cent 
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cigar or a copy of the Cosmopolitan, 
Success, Woman's Home Companion or 
National Magazine to each person who 
inserts a paid want ad in its Sunday 
issues. 

S. M. Extiort, proprietor of the Shady 
Glen House, Durham, N. Y., sends out 
a card which describes plainly the resort 
it advertises. Terms per week and di- 
rections of how to reach the place are 
welcome to those who seek information. 
The printing of the card is mediocre. 


Tue Milwaukee Herold offers a prize 
of $50 for the best article on “The 
Influence of the German Imniigration to 
the United States in shaping the Char- 
acter of the American Nation.” The 
essay is not to contain more than one 
thousand words and is to be submitted 
not later than September 30, 1902. 


For artistic inception of design and 
mechanical perfection of detail, the ad- 
vertisement of Nestle’s Food, on the 
fourth cover page of the August issues 
of the Delineator and the Designer, sets 
a very high standard. It is an example 
of color work and art in advertising 
for which it will be hard to find a 
parallel. 

_A sTocK company is being formed in 
New York with a capital, it is said, of 
$10,000,000 to buy a string of newspapers 
throughout New York State. The United 
States Publishing Company is the name 
of the corporation. It is stated the 
organization will be ready to begin op- 
erations about October 1. P. F. Collier 
& Son, pubiishers of Collier's Weekly, 
are said to be at the head of the pro- 
posed trust. 


Tuls po:nted story from the Chicago 
Daily News has an obvious moral for 
adwriters: A beginner in newspaper 
work in a Southern town, who occasion- 
ally “sent stuff” to one of the New 
York dailics, picked up last summer 
what seemed to be a “big story.’’ Hurry- 
ing to the telegraph office he “‘queried” 
the telegraph editor: “‘Column story on 
so and so. Shall I send it?” The reply 
was brief and prompt, but, to the -en- 
thusiast, unsatisfactory. “Send 600 
words,” was all it said. ‘“Can’t be told 
in less than 1,200,’ he wired back. Be- 
fore -long the reply came: “Story of 
creation of world told in 600. Try it.” 


THE country boy sighs for city life, 
and when he finally reaches the goal, 
he begins to wish himself again among 
the birds and flowers. With the com- 
ing of old age he regards himself lucky 
if he can get his feet back on mother 
earth. The strife is as great to acquire 
sufficient wealth to purchase land on 
which to spend the declining years as 
was the youthful struggle to get a 
foothold ir the city. The smiling sky 
and the green earth seems to be the 
natural heritage of man and no one 
feels this quite so keenly as the one 
who has had a taste in youth of the 
sweets of rural life—Country Life in 
America. 


Joun Maurin, father of John Lee 
Mahin, the Chicago advertising agent, 
celebrated his fiftieth anniversary as 
editor of the Muscatine (lowa) Journal 
on July 17, according to the Inland 


Printer. Mr. Mahin is seventy years 
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old, and first became editor of the 
Journal when nineteen. A special edi- 
tion of the paper was issued, and each 
citizen of Muscatine who was of age 
when Mr. Mahin began his editorial 
career wrote an article for it. The 
newspaper instinct runs in the Mahin 
business before him, his brother James 
was associated with him until his death, 
his brother-in-law, ;. Lee, is pub- 
lisher of the Courier at Ottumwa and 
controls three other Iowa papers known 
as the Lee Syndicate, his eldest. son is 
president of the Mahin agency, Chicago, 
and his younger son, Harold J. Mahin, 
is a correspondent at Washington. 


THe St. Louis and Canadian Photo- 
grapher tells of methods used by a photo- 
grapher to keep himself before the eye 
of his particular public. Besides using 
advertising mediums liberally he made 
a practice of. printing local items of the 
following tenor: “On last Thursday 
evening at 2 p. m. at the residence of 
. M. Wright occurred the marriage of 
is daughter Gertie to Mr. A. J. Turner 
of Chicago. The contracting parties left 
on the 2.40 train for the East on their 
wedding tour. Mr. Dinsmore was pres- 
ent and at the close of the ceremony 
made a fine picture of the bride and 
grcom, together with all the guests pres- 
ent.” These items were inserted con- 
‘tantly ia local papers, and dealt not 
enly with weddings, but with visitors 
from other localities who had pictures 
taken, with social events and family re- 
unions and other occasions where the 
camera was called into requisition for 
souvenirs. As a result the people of his 


PRINTERS’ INK. 


presence, and of the fact that he was 
a photographer, 


Tue bureau of engraving and print- 
ing is'at work on the designs for the 
1902 series of United States postage 
stamps. The design for a new border 
for the entire set of stamps, as ac- 
cepted by the third assistant postmaster 
general, contains an arch over the pic- 
ture in the center. In the upper right 
hand corners are eagles’ heads gracefully 
arranged above an artistic scroll. The 
words “United States of America” will 
supplant ‘United States postage.’”’ Un- 
der the picture will appear the words 
“Postage” and “Four cents” or “Six 
Cents” as the case may be. The pic- 
ture of Grant will be on the 4-cent stam 
instead of the head of Lincoln, whic 
will replace Grant’s on the s5-cent blue 
a On the new 8-cent-lilac stamp 
which now bears the head of Sherman, 
will be a likeness of Martha Washington, 
the first woman thus honored by the 
American government. . The _ special 
delivery stamps also will be changed in 
design and color. It will bear on the 
left-hand side a picture of a messenger 
on a bicycle and will be bright red. 








Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 


extra for specified position—if granted. 
Must be handed in one week in advance. 


CANADA. 











section were constantly aware of. his 


ANADIAN ADVERTISING is best done by. THE 
DESBARATS ADVERTISING AG’Y, Montreal, 








has been represented by 


You may, perhaps, use all the other daily and Sunday papers of Cleveland, O., except 


THE CLEVELAND DAILY WORLD 


AND ... 


THE CLEVELAND SUNDAY WORLD 


but if you omit both of these papers from your list you do NOT cover the Cleveland field, 
Some of the largest advertisers in America have used the Word, either daily or Sunday, 
and in some cases both, for ten years past continuously. Rates reasonable and results 
satisfactory. that’s why. The Worid was founded twelve years ago by B. F. Bower, 
who is still its owner and publisher, and during the whole of that time the Wor/d 


THE S. C. BECKWITH SPECIAL AGENCY, New York and Chicago. 


Sole Agents for Foreign Advertising. 














THE OBSERVER 


The Hoboken Printing and Publishing Co. 





BRANCH OFFICES: 


JERSEY CITY - 
49 Mentqoneey 8t., Telephone, 498, 
2 Palisade Avenue. 
393 Spring St., West Hoboken. 
183 Bergenline Ave., Union Hill. 
99 Maiden Lane, New York. 





MAIN OFFICE: 


80 WASHINGTON ST. 
HOBOKEN. N. J. 


TELEPHONE 20. 





ALL ADVERTISING 








CIRCULATION OVER 19,000 GUARANTEED. 


LARGER THAN ALL HUDSON COUNTY PAPERS 
ACCOUNTS 
IF CIRCULATION FIGURES ARE NOT SUBSTANTIATED. 


NULL. AND’ Voip 
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RIPANS 


I suffered from indiges- 
tion and thought I would 
rather die than live. I was 


not able to work for four- 
teen months. A friend 
recommended  Ripans 
Tabules to me and 1 gota 
box. I immediately began 
to improve. I enjoy three 
good meals a day now and 


never felt better in my life. 





At druggists. 
The Five-Cent packet is enough for an 
ordinary occasion. The family bottle, 
60 cents, contains a supply for a year. 














The Evening 
J ourna wae _ 


A two-cent hea paper. 

Enterprising but not sen. 
sational. 

HOME not Street circu- 
lation. 

Only one edition daily, 
hence — 

Every copy a family of 
readers. 

Circulation Averages 


1899, 1900, 1901, 
14,486 15,106 15,891 


1902, 17,160 


The American Newspaper Direc 
awards the mark @© for ae | 
of circulation. 
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Our 

Large 

Postals 
“Big Medicine” 


for the listless trade of 
Summer or the busy bustle 
of the Fall and Winter. 
They ate unequaled for 
reviving and stimulatin 
business at any — © 
the game, and can 
used successfully in ah. 
every line of trade. We 
furnish them printed on 
the front only, but when 
we print the back of them 
they have a strength and 
distinctiveness hard to du- 
plicate elsewhere, because 
we have the facilities for 
this kind of work. We 
also write the matter when 
you wish us to, relieving 
you of all bother. 

PRICE OF LARGE POSTALS 


Size, ag + in, er Per 3,000 


Send for Free Samples mr also our price 
for printing the back. 





We also make a posely of 
booklets, deden, ‘olders and 
advertising literature of every 
description, and have quite a 
reputation for this kind of work. 
Our 8-page boo at $30 a 
1,000, or 5,000 for $26, will in- 
terest you. Samples free. Address 


Printers’ 
Ink 10 Spruce St. 


New York 
Press N. Y. 
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Pi READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 





poeees soeee 


It's time to begin unloading | 7here’s Nothing Like a Demonstration 











brs or Sell “hin to Women. 
summer goods, Mr. Merchant, if for Setting Things to 
you want to unload them gradually Tr = 
and without giving up all your [he Mudge , 
profits. a Canner and ; 
Of course, you can wait awhile : 
if you want to, but your competi- Perfect Preserving 
tors are going to begin cutting The —— process of 
Ps : canning an preserving 
prices pretty soon, and in the gg ge A og 
course of a few weeks there is revolutionized these _ pet 
jikely to be such a rush for cover terrors of the pousckeeper’s 
“4 ” > ire _ sunimer. ts advan ages are 
that profits will be entirely lost ee, ad one 
sight of. . : It does away with stand- 
A small price cut now will sell ing — ay stove in hot 
= ~ weather. oil your syrup % 
more goods than a deep cut by and peony lng Wn ee : 
bye, and you'd better be getting jar, and the canner finishes 
your money out of summer stocks the . in astonishingly 
= quick time. 
as fast as you can without a ruth fg errs 
less and needless slaughter. _ may be canned whole, pre- 
Cut deepest on those things serving shape, color and 
thie o = re > avor, without trouble 
which are most overloaded. On ne. 
those things of which you have cons;- bentt, epéiling by fer- 
just enough to meet the probabie mentation F impossible. 
’ ¢ of the sea- he Mudge Canner is sim- 
demand for the wry f . - Pg Rc Sg ltt 
SOR, cut just enough to meet com housekeeper who does her r 
petition. own preserving. You. will x 
be interested in seeing the 
A Pen Picture of Perfect Peace. simple, rapid process. De- * 


ne ee monstration in the Basement. 
Prices, $2.65 to $9; includ- 
Hammocks ing adjustable jar holder and 


book of recipes. 











Droning bees, sultry noon, 


a hammock pleasantly shad- The Quality of Earnestness is a Val- 
ed, with drowsy ocgupant— vable One and is Well Shown 


this is eternal fitness. We in this Ad. 
are in ~. a — : 
business. e provide the Pp F 
Hammock. You'll have to Good Butter - 
do the rest. Here are the da 
prices: We have just nailed a big 
butter bargain. 

e got the chance to buy 
a large quantity for a small 
spot cash price and we did 


“ i nitions * 7 the trick and did it quick. 


This butter is a creamery 











Pleasently Put. 























priut butter. 
Hats for Women It’s as sweet as new mown 
hay and a darn sight more 
These are rough, sturdy nourishing. 
hats of straw, that will stand It’s safe to say that you 
an immense amount of the | - can’t duplicate this butter 
rough-and-tumble wear a hat for 5 cents more th pound. 
is apt to be subjected to at We know you can 
the seashore or in the moun- We want you to try this 
tains. They are inexpen- “| butter because we know a 
sive enough to be used trial will kindle a_ kindly 
for bathing hats; but the feeling toward this store. 
straw is so pliable that If you buy a pound and 
they can easily be made to don’t like it, we will return 
take any desired form; and your money without any ar- 
with a knot of mull or rib- gument whatever. 
bon are extremely effective. That’s fair, isn’t it? 23 
35 cents and 50 cents each. cents a pound. 


















Excellent Introductory for a Gen- 


eral Mark-down 


Special Summer- 
Time Savings 

All over the store wide- 
awake buyers will find oppor- 
tunities to sweep savings of ed 
dimes and dollars into their 
pocket books. 

Wherever we find waifs or 
strays or possible over oOver- 
stocks, we price mark them 
in a way that should lead 
you to think that we some- 
times do business as a pas- 





time. 





Attractive all the Way Through. 

















The Easiness of 
° 

Keeping Cool 

Keeping cool in summer 
is largely a matter of tem- 
perament. If your personal 
thermometer registers ten de- 
grces or so above other peo- 
ple’s, it takes a little more 
trouble to counteract the 
difference, but even then it’s 
easy, if you have the material 
at hand with vhich to 4b it, 

Here’s an aggregation oi 
cooling thoughts that will 
cast a frosty spell over the 
hottest summer ay. Ice- 
boxes, ice cream freezers and 
ll kinds of tools with which 
so to prepare the supp:y « 
ice that it will do the great- 
est cote to the greatest num- 
ber: 





Alluring Enough. 


Genaiil Summer 
Hats at $5 


The price is in nowise rep- 
resentative of the artistic 
beauty of these dainty hats 
for run-about dress wear. 
They are all freshly made up 
—just out of our workroom 
last evening; and made of 
high-class materials that, 
earlier in the season, brought 
double the price we ask for 
the perfected hats to-day. No 
two hats, of the seventy-five 
prepared, are exactly alike. 

The shapes are made of 
fashionable straws, and they 
droop over the face to pro- 


tect it from the sun. Hais 
are edged with black velvet, 
and trimmed with roses, 
fuchsias, carnations, violets, 
hydrangeas, geraniums, foli- 
age and ribbons, many of 
which are imported. Styles 


and materials are of the re- 

fined character unknown to 

usual low-priced millinery. 
Choose for $5 each. 
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Carries the Impression of Honesty 


cause it Tells of a Customer 
Who Wasn't Pieased. 











Exce 


Bath Brushes, 





Thousands of 
Pounds of Prunes 


have been sold over 
our counter during this last 
3 lb. for 20c sale, and, with 
a singie exception, their goud 
qualities have been most cor- 
dially approved. 

“Very nice,” “‘excellent;” 
“splendid;” “‘very fine flav- 
ored,” are the approving 
comments we _ hear right 
along, and in the one case 
of unfavorable criticism we 





confess we think the fault 
must have been with the 
cooking. 

Another lot of them—big, 
fine flavored prunes, 3 Ss. 
for 20 cents. 


Soon and Sensibly Said, 





Under-Price 


A number of different 
kinds of Bath Brushes, those 
welcome adjuncts to the com- 
fort of the bath, are here to- 
cay, all priced at less than 
half their worth. Some have 
straps, others long curved 
handles that seemingly add 
yards to the length of your 
arm; still others have de- 
tachable handles as well as 
straps. All are well made. 
Prices: 

Bath Brushes 
curved handles, at 
to 45 cents. 

Bath Brushes with straps 
and detachable handles, at 
30 cents.and 45 cents. 

Bath Brushes with straps 
on back, at 20 cents to 45 
cents. 





with long 
20 cents 


2llent Introductory for a Book 


Here Are the 
Books You 
Want to Read 


“Hammock, _ book, 
nook’’— Interesting 
ions cannot be with you all 
the lonely summer days; bu 
there is a delightful compan- 
ionship, that is as pleasant as 
profitable, in the books you 
may choose for idle hours. 
Then city gaiety sometimes 
interferes with one’s keep- 
ing informed on new literary 
matters, and summer brings 
opportunity to catch up to 
better read friends. Here 
are some of the books worth 
knowing: 


shady 
compan- 






Ad. 
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Here’s Much in —_ for a Cut-Price 


There’s a Good Suggestion in This One, 











each. 


The Reason ? 


The Season 


We’ve used this heading 
before—but it’s apt again. 
Rough Straw Hats, $1, 
that were a half more. 
Panamas were $10, now $5. 
* Negligee shirts, $1, and 
undergarments from 50 cents 








Goes into Detail. 





- Men’s Shirts at 60c 


Our regular $1 and $1.50 
lines. Smart and handsome 
negligee madras shirts, with 
plain or  plaited bosoms— 
made for our regular stock, 
and sold until to-day at $1 
and $1.50 each. Light and 
dark colorings—those with 
plaited bosoms have _ the 
stripes accurately well 
matched, and the bosoms are 
long enough to go well be- 
low the trousers band. Many 
of the patterns of madras 
were specially woven for 
plaiting, and the effects are 
very fine. The shirtmaking 
is of the highest character. 
Cuffs are attached or sepa- 
rate; and there are full 
ranges of sizes. Plenty, too, 
for the lot includes a hun- 
dred and fifty dozens of the 
best shirts made to sell at 
$1 and $1.50. To-day you'll 
pick them out by half-dozens, 
at sixty cents cach. 





Summer 
Furnishing Sale of 
Silver-Plated 

_ Ware 


The silverware for the 
summer home is often a 
source of worry to the care- 
ful housekeeper. The dan- 
ger of damage and loss is in- 
finitely greater in the country 
than 4 the city home. Best 
to leave the sterling ware in 
security, and choose from the 
broad and artistic collection 
of high-class plated ware 
which we present at remark- 
ably little prices to-day. The 
quadruple plated ware is 
made Ly best concerns ir: the 
business, and the flatware is 
genuine Rogers’ extra plated 
ware. Here are some price- 
hints: 





Suggests Shade and Seclusion. 








Japanese 
Porch Screens 


At some time each clear 
day the sunlight will evict 
you frgm your porch unless 
you are provided with screen 
or solid curtain. That 
ing true, you need to re- 
member and act upon the 
fact. Sizes and prices fol- 
low: 








For an Early Cut-price Sale. 








A Great August 
Clothing Sale 


We commence to-morrow 
the greatest suit sale ever 
held in August. We will 
offer values such as you 
might expect in late August 
—but never before to be had 
this early in the Summer. 
The stock consists of this 
season’s newest, choicest 
suits — bought underprice, 
sold underprice; it includes 
every man’s size, styles es: 
pecially desirable for vaca- 
tion or business wear. You 
can choose from: 

Blue Serge Suits, Black 
Serge Suits, Black Cheviot 
Suits. Black Thibet Suits, 
3-Piece Flannel Suits. 2-Piece 
Flannel Suits, Fancy Mixed 
Suits, Wool Crash Suits, 
ree Tweed Suits, Cut 

or 4 button Sacks, 
| Stouts and Slims— 

10. 


Push 








Porch Furniture 


First essential is durabili- 
ty; then comfort. Style and 
character follow. Chairs 
and rockers are only the be- 
ginning, as we count porch 
furniture. Settees, porch 
tables, swings, add to the 
fascinating display that in- 
vites you here, to make a 
restful ante-room of the 
breeze-blown piazza. They’re 
described in detail: 





Seems Like a Lot for the Price. 














Lawn Tents, $3.98 


Splendid contrivances to 
keep the children out of the 
sun or for camping out 
parties. They are made of 
heavy material, in Sey 
stripes, and are 7 feet hig 
and 7 feet wide; all complete 
with poles and "stakes, ready 
for pitching, at $3.98. 




















This Line Now, and Push it Hard. 
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N.Y. JEWISH 
ABEND POST 


Circulation larger than that 
of any other Fewish after- 
noon paper in America. 


Read in every Fewish home 
by the whole family. 


Matchless as a medium of 
advertising among the Few- 


ash people. 
Flighly influential in all 


Fewish circles. 





OFFICE: 
228 Mapison St., New York 
Telephone: 698 Franklin. 
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YOU CAN RELY ON RESULTS 


WHEN YOU USE 





Popular Fashions 
500,000 Copies Monthly 


$2.00 Per Agate Line 


Fashion World 
“ New Styles 


300,000 Copies Monthly 


$1.00 Per Agate Line 








THE BEST ONLY IS GOOD ENOUGH 








Address all communications to 


POPULAR FASHIONS CO. 
79 Fourth Avenue New York City, N. Y. 
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The BEST Newspaper 
Attracts the Best People. 











The Cincinnati 
DAILY 


Times-Star 


is the Best Newspaper in the State 
of Ohio, and consequently has the 
largest circulation. The daily 
average for the year 1901 (de- 
tailed sworn statement) was 


145,919 


No other paper in the State of 
Ohio claims as large a circulation. 
No other paper has the gua/lity 
of circulation. No other paper has 
as low a rate for advertising. In- 
quire about it. Information for 
the asking. 








E. A. BERDAN, 
Direct Representative, 


86 Potter Building, New York. D ; 
7 
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Here’s the Ideal 


A Fiat Rate 
Five Cents a Line Agate Net 
Over 30,000 paid Circulation 


Do Advertisers Want It ? 


Advertisers and general advertising 
agents are continually asking for 
and recommending the adoption of a 
flat rate. Are they sincere or is this 
simply one of the many ways of try- 
ing to get a cut rate? 








As a test, during the months of July and 
August, advertisements will be accepted for the 
Houston Semi-Weekly Post at five cents an 
agate line net, whether for one inch or for one 
page. 

The Semi-Weekly Post has over 30,000 
paid sworn circulation each issue among the 
prosperous farmers, ranchmen, mechanics, etc., 
throughout the States of Texas, Louisiana and 
Arkansas. It will pay advertisers who have 
anything to offer that is not exclusively used by 
city people. You don’t have to make a con- 
tract. You don’t have to continue your ad if it 
doesn’t pay. You simply pay for the space you 
use, If advertisers are in earnest about a flat 
rate here is an opportunity to show it and profit 
by doing so. 


THE HOUSTON SEMI-WEEKLY POST, 


G. J. PALMER, Business Manager, 


Special Representatives, ve | ouston, Texas. 
THE S. C. BECKWITH SPECIAL AGENCY, 
Tribune Building, New York and Chicago. 
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At the Top 


This is the experience of a prominent and successful mail 
order advertiser who has spent large sums of money with the 
Ellis Papers. Read what he says: 





American Novelty Works 
MANUFACTURER AND IMPORTER OF 
NOVELTIES, ALUMINUM GOODS, JEWELRY, WATCHES, 
AGENTS’ SUPPLIES, DOLLS, ETC. 


BRIDGEWATER, Conn., June 26, 1902. 
THE C. E. ELLIS CoO., 
Temple Court Building, New York: 
Gentlemen—In reply to your communication of 
recent date would say that I have a your list of pa- 
rs for several years, the results bein satisfactory. 
consider the case comprising ‘ ELLE IST” to be at 
the top as profitable and paying mail po mediums. 
Yours truly, 
CHAS. BRIDGEWATER THOMPSON. 


Mr. Thompson keys every advertisement he puts out, so that 
there is no guess work about what he says. 


The Ellis Papers 


are steady and persistent pullers, There are no better mediums 
to reach the people in the small towns and sparsely settled dis- 
tricts. These people read and answer advertisements and have 
money to buy the goods that appeal to them, Everything used 
in the home and on the farm can be profitably advertised in their 
columns, 


Circulations Absolutely Guaranteed. 





Proof of circulation shown at any time. 





These are the Ellis Papers: 
METROPOLITAN AND RURAL maaee, - 500,000 


THE PARAGON MONTHLY, - - 400,000 
THE HOME MONTHLY, - = = = 400,000 
THE GENTLEWOMAN, - = = = 400,000 
PARK’S FLORAL MAGAZINE, - = = $50, ~ 








FOR FURTHER INFORMATION ADDRESS 


THE C. E. ELLIS COMPANY 


112 Dearborn St., Chicago. 713-718 Temple Court, New York. 
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PRINTERS’ INK. 





A Mightier Volume! 





Ship another barrel of news ink same 
as you — been sending right along. 
ZETTE, Delaware, Ohio. 


We have been using your poster and 
job inks several years and they have 
given us the most complete satisfaction, 
while the saving in cost has also been a 
very eratitying em 

LICAN, Bethany, Mo. 


Our pressman says your news ink is 
very satisfactory—better than he has 
been getting. Under the circumstances 
you can rely on om rueage orders. 

, Paducah, Ky. 


You shall have our trade just as long 
as you send us inks same as you sent 
heretofore. A. J. FOUCH & \ 

Warren, Pa. 














We are very much pleased with your 
job inks and shall be glad to send you 
further orders. 

EBNER BROS., 
Traverse City, Mich. 





Send mea open of mas ink A.) co] poten. 
ya Texas. 


Your news -~ was very satisfactory. 
ECORD-APPEAL, 
Ludington, Mich. 


Iintend to induce th e the printers of my 
County to patronize you, as they are now 
paying from 100 to = per cent more for 
inks than you char, 

STONE. PRINTING Cco., 
Seven Hills, Ky. 





I have been buying your news ink for 
the past three years and find it equal to 
any ink Ican pa at at much pene. rices. 

ESE td) TIV 
x Lake, Wis. 


Have been using your ink tor solong 
with such entire satisfaction, that I en- 
tirely forget when or where it was first 
brought to my attention. 

GERMANTOWN TELEGRAPH, 
Philadelphia,’ Pa. 





TT. directory of the city of New York is a mighty 
large volume, but massive as it is, it would 


not be big enough to hold the testimonials which have 


been sent to me voluntarily in my nine years’ career as 


an ink man. If you have not used any of my goods, 


ask your neighboring printer if he has. One word 


from a satisfied customer carries more weight than a 


ton of oratory delivered by a slick-tongued salesman. 


My goods are sold strictly on their merits, and when 


found wanting, the money is immediately refunded, 


along with the cost of transportation. Send for a copy 


of my price jist and compare it with what you have 


been paying for inks on credit. I fill a quarter-pound 


order as pleasantly as I would a 500-pound barrel. 











WHEN IN THE MARKET, ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street 


New York City 
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PRINTERS’ INK. 





IN PHILADELPHIA 
They Use 


The 
Inquirer 


For Advertising 


For rates address 


The Philadelphia Inquirer 
1109 Market Street, Philadelphia 


NEW YORK Office, Tribune Building. 
De germ Office, Tribune Building. J 

















